Featured in this issue: 
Public Service sets 
new record in first 
nine months of °57 


See story on Page 38 
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More than 12. 600 tetters poured i in when Captaii 
Puget, popular KomM6-TV personality, offered tr, 
deliver children’s mail to Santa, personally. The “> 
Captain flew toNorth-® le, Alaska, th) postmark ~ 
Santa’s answering cards to the children... 


Thousands of letters make wu part of the ie 
audience influence story at Balbir . however. 
Its influence is measured too id the-sales PSU 
KOMO-TYV advertisers consistently achieve... 
results which don’t just happen, but are the end 
product of a strong, loyal audience. 






NBC for Seattle and Western Washington 
Represented by NBC Spot Sales 





NYow- “local , live TV 


Y 3 News Shows Daily 


V Weather - Sports 
V Special Events 
V Public Service 
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FLINT STUDIOS - MOTT BUILDING 


Lansing-FLINT-JACKSON 
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195 7... a dynamic year for television. There are 


now three and a half million more television homes than last 
year. More people are spending more time watching television 
than a year ago. And the three networks’ share of audience 


has increased over 1956, while the independent stations’ declined. 


1957 also saw an unprecedented shift of audience among networks, with 
NBC emerging as the Number One network daytime and advancing 
into a virtual stand-off for the Number One nighttime position. 


During the day NBC leads the second network by 6%. This is 
an audience increase of 30% over last year for NBC while the 


second network has declined 11%. 


At night NBC’s average audience has jumped 10% in twelve 
months while the other network’s has dropped 10%. 
In terms of nighttime half-hour wins NBC and its major 


competition are now tied with 21 apiece. 


In the completely reprogrammed 7:30-8:00 PM (NYT) 
Monday-Friday strip, NBC’s audience is 71% greater than a year ago. 


These gains are naturally reflected in NBC’s business 
ledger. Sponsored time and gross network billings are the 


highest ever recorded by the network. 


While advancing in audience and sales, NBC also won more awards 
for distinguished programs than any other network. During 1957 

it gave America its most talked about productions—television classics 
like Green Pastures, Pinocchio, the General Motors Fiftieth 
Anniversary Show and Mary Martin’s Annie Get Your Gun. NBC 
also offered the nation’s educational television stations their 


first live network programming. 


By all yardsticks of leadership, 1957 was a year of substantial 


progress for the N B C 
Television Network 


Source: Nielsen Television Index. 













FIRST in News. . . 


FIRST in Syndicated 
Half Hour Shows 


FIRST in Audience Surveys — 





FIRST in Service ....... 













FRANK P. FOGARTY, Vice President and General Manager 


FRED EBENER, Sales Manager Representatives 





\A Meredith Station 
Meredith Stations are affiliated with Better Homes and Gardens and Successful Farming Magazines 
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CHANSATIONAL! 


JANUARY 13, 1958 CH 
Television Age 
CAPTIV 


35 IS THERE A QUESTION IN TV’S FUTURE? C C 60! 


Industry leaders are conservatively 


optimistic, despite sobering facets S MAS H RATIN GS 


all over the country! NEW 
-SERVICE REPORT . 
sdb inccssencating . CHARLIE CHAN improves 


Total donations at end of ’57 third ratings, betters time periods 
quarter ahead of total for full °56 everywhere! 

| In Chicago, on WBKB it has 
improved the Wednesday 





39 PUBLIC-SERVICE PROGRAMS 


NBC-TV, Westinghouse, local stations | night 10:15-10:45 time spot 


start new public-affairs programming we Bons 8. dean g 
= syndi- 


cated program in the mar- 
42 LNB GROWS WITH THE SOUTH ket on any station, any day, 
From one spot 10 years ago, agency's any time! 
tv billings have now passed a million Outstrips closest competi- 
tion by over 53%, capturing 
a 39.2% share of audience. 
(Videodex 11/57). 


Captures the big share of 
audiences in Los Angeles, 
Atlanta, Philadelphia, Balti- 
more, Columbus, Detroit, 
New Orleans, Pittsburgh, 
Dallas-Ft. Worth and in key 
market after market! 


44 DO YOU LIKE THE NEW PROGRAMS? 


Public seems evenly split on whether 
the new shows are better than the old 















DEPARTMENTS 
FOR 
13 Publisher’s Letter 51 Washington Memo THE 
Report to the readers Tv and Capitol Hill TV 
HIT 
17 Letters to the Editor 53 Wall Street Report OF 
The customers always write The financial picture THE 
SEASON, 
27 Tele-scope 57 Spot Report CALL 
What's ahead behind the scenes Digest of national activity —_ 
29 Business Barometer 71 Station Directory 
Measuring the trends Quick guide to tv stations 
31 Newsfront 79 In the Picture 
The way it happened Portraits of people in the news ee 
. : TELEVISION PROGRAMS OF AMERICA, INC. 
47 On Film 80 In Camera 488 MADISON - N.Y. 22 - PLaza 5-2100 
Roundup of news The lighter side 
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HEADLEY-REED TV 


ANNOUNCES THEIR APPOINTMENT 


AS NATIONAL REPRESENTATIVES or 


KEY-T 
SANTA BARBARA, CALIF. 


EFFECTIVE 


JANUARY 1, 1958 


HEADLEY-REED TV 


pt Station Representatives 


NEW YORK ¢ PHILADELPHIA (CHICAGO e ST. LOUIS « ATLANTA e SAN FRANCISCO ¢ HOLLYWOOD 
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...in Rochester, N. Y. 


iT ‘FIGURES 





15 OF THE TOP 17 
TV PROGRAMS IN 
ROCHESTER ARE ON 
CHANNEL 10! 






























OUT OF A TOTAL 4859 
COMPETITIVE 
QUARTER-HOURS... 
CHANNEL 10 RATES 
280 FIRSTS AND 

1 TIE FOR FIRST! 


OUT OF 168 
COMPETITIVE QUARTER- 
HOURS (NIGHTTIME) 
CHANNEL 10 RATES 
125 FIRSTS! 


OUT OF 290 
COMPETITIVE QUARTER- 
HOURS (DAYTIME) 
CHANNEL 10 

RATES 155 FIRSTS 
AND 1 TIE FOR FIRST! 





2 ROCHESTER METROPOLITAN AREA 
TELEPULSE OCTOBER 1957 


NATIONAL REPRESENTATIVES : 


THE BOLLING CO. (WVET-TV) 
EVERETT McKINNEY (WHEC-TV) 


in Rochester, N. Y. 


iT ALL 
ADDS UP TO 
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~~ his 10th award this year, including 
, an “Emmy” and two AP awards. 


[Cc NOV OCT 


BE 


KNXT premieres “Fabulous Las 
Vegas,” the first in a series of variety 
shows beamed direct from Las Vegas, 
the first such programs presented on 
a regular basis by a local station. 


KNXT broadcasts “Capitol Hill to 
California,” the opener of a series of 
talks with California Senators and 
Representatives, filmed in Washington, 
D. C. by KNXT’s Public Affairs Dept. 


KNXT receives the Alfred I. duPont 
Radio and Television Award for 

the “high quality of programs serving 
cultural and social interests,” the 
only television station so honored. 


KNXT becomes the first West Coast 
local station to schedule most of 
its shows at the most convenient time 
for its viewers, thanks to new Ampex 
Video Tape Recording equipment. 


KNXT accepts the Ohio State First 
Award for the cultural series “Journey,” 
plus three Associated Press Awards 
including AP’s Sweepstakes Award for 
“over-all excellence of news coverage.” 


KNXT produces the first in an 8-part 
series “Focus on Sanity,” called 


_. “the finest job done in any medium” 


by Dr. Walter Rapaport, California 
State Director of Mental Hygiene. 


KNXT is honored with 5 “Golden 
Mikes” by the Radio-Television News 


, Club of Southern California, including 


the prize for “management support 
of the most aggressive news policy.” 


KNXT readies its unique “Basics of 
Television” course, to aid the industry 
and the community in the effective 
use of television, the first course 

of its kind given by a local station. 


KNXT’s “Fabulous 52,” Saturday 
night showcase for KNXT’s library 
of top feature films, is listed by 
Telepulse as the highest rated local 


4 program in the Los Angeles area. 


By any standard -—entertainment, public service 
or simple audience arithmetic — KNXT continues 
to set the pace as the number one station in the 
nation’s number two television market. KNXT 


CBS Owned, Channel 2 in Los Angeles — Represented by CBS Television Spot Sales 


KNXT introduces its first “Big Hit 
Movies” Blockbuster Week, monthly 
repeats of the top favorites from 

the “Fabulous 52” package, shown 
on seven consecutive evenings. 


KNXT news reporter Clete Roberts 
is elected “Man of the Year” by the 
Counter Intelligence Corps Association, 


KNXT completes another year of 
leadership. For the latest 12-month 
period, KNXT averaged a 27.5% total 
share of audience, almost 30% 
higher than its nearest competitor. 


Source 


Nielsen 
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A television market is more than a city 


When you use WISH-TV © Indianapolis, you sell a television market whose: 


¢ Total Retail Sales are greater than Metropolitan Buffalo and Kansas City combined 
e Effective Buying Income is over $4,500,000,000 


¢ Food Sales are twice those of Metropolitan Milwaukee 


Smart advertisers want to tap this market. They do it over WISH-TV © the station that 
consistently wins more quarter hours than all other stations combined and 
averages 41% more viewing families than the next Indianapolis station. Represented by Bolling. 


Sources: Metropolitan ARB 11/57; Copyrighted . . . Sales Management, 1957 


A CORINTHIAN STAT ION Responsibility in Broadcasting 


KOTV Tulsa © KGUL-TV Galveston, serving Houston e WANE & WANE-TV Fort Wayne e WISH & WISH-TV Indianapolis 
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Letter from the Publisher So 


: — 
Trends in Public Service ; 

There are some interesting trends in the public-service activity Hy Use 
of the television industry. In the first place, television stations for ' 
the most part are contributing their time and their talent and - CHANNEL 4-SIGHT 
energies “beyond the call of duty.” Secondly, stations have found ; 
that, by applying showmanship and production know-how to public- ' 
service and public-affairs telecasts, these programs can become a 
audience builders, as well as creating a great deal of local impact. 

The year 1957, as we have reported in the Third-Quarter Report 
on page 38, will see television stations contributing well in excess 
of $200 million in time and talent for public-service efforts. What 
is not recorded is the time and planning energy contributed by 
the top tv executives in making this public-service programming 
effective and responsive. The station that does an outstanding 
public-service job accepts the mantle of leadership both on a local 
and a national level, and it has become an established axiom oi 
the business that the station that does the best public-service job 
also occupies the position of commercial leadership. This status 
is not unrecognized by top agency and advertiser executives. 

Sigurd Larmon, president of Young & Rubicam, an agency 
that places $85 million a year in tv, has said that “in the idea of 
public service lies the real answer to television’s future. There 
are certain general over-all responsibilities that hold for all means 
of communication. First, there is a need for adhering to the high 
standards of ethics and good taste. Second, there are the efforts 
to protect and promote our American principles, and finally there 
is a responsibility of being a good citizen. 

“In any local community,” he goes on to say, “the media of 
communication should be more than merely observers and re- 
porters of the local scene. They should also be participants. They 
are in a very real sense local citizens. They have the opportunity 
and the challenge of being leading citizens.” 





. when you're seeking oa 
solid buy on the fabulous 
Golden Spread. 

Now over 100,000 TV sets 


Modesty Not Always Best 

We have found that many stations which are doing outstanding 
public-service jobs, whether because of undue modesty or the pres- 
sure of time, do not publicize their own achievements. These sta- 
tions do the industry as well as themselves a disservice, since only 
through individual efforts can the combined accomplishments of 
the industry as a whole be brought to the attention of the public, 
the local and national leaders of public opinion and the nation’s 
lawmakers. 

Our annual Public-Service Issue, which will be published on 
April 21, will recap what individual stations across the country 
are doing in the all-important area of public service. This issue 
will be given wide distribution in important Washington circles. 
Last year, it drew immediate response from Congress, Administra- 
tion leaders, FCC members, and portions of that issue were re- 
printed in the Congressional Record. Questionnaires on the public- 
service activities of each station will be sent out in the next two 
weeks. We urge station managers to participate in this nation-wide 
survey, which will give an over-all picture of the public-service 
contributions during the past year. 
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l Use Channel 4-Sight — Ama- 
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WNEM-TV ... Flint-Bay City 
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KCRA-TV...... Sacramento 
WOAI-TV ..... San Antonio 
KFMB-TV...... San Diego 
KTBS-TV ...... Shreveport 
WNDU-TV South Bend-Elkhart 
KREM-TV........Spokane 
MOTY 2. ccc cnccn ss VUlSR 
KARD-TV........ Wichita 














ADVERTISING MEDIUM! 


{With SPOT, you can pick key time periods in all time zones...reach 
mystery fans, comedy fans, western fans—as many diverse groups 
as you please, as often as you please. Because of these, and 

other great advantages, you really get results when you buy SPOT. 
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The Original Station Representative 
New York « Chicago « Atlanta « Boston « Detroit « Los Angeles « San Francisco « St. Louis 











san antonio KONO- TV 
Channel 12 


12 NOON Til MIDNIGHT 
MONDAY THROUGH FRIDAY 









And from 3 PM to Midnight Monday 
through Friday KONO-TV has MORE 
THAN TWICE AS MANY % hour 
firsts as ALL other San Antonio 
stations COMBINED! 110% MORE 
than all competition! (122 firsts vs 58) 





THE SAN ANTONIO TELEVISION AUDIENCE 
November 19 through 25, 1957 


The survey dates for this report were selected 
at random from the period of November 1 through 
28 by a disinterested party and kept confi- 

dential by ARB. 














SAN ANTONIO METROPOLITAN AREA 










































































































































STATION SHARE OF St 
SETS-IN-USE SUMMARY 3 cy (180) bg 
MONDAY THRU FRIDAY 
Sign-on to 9:00 AM 
9:00- AM to 12:00 Noon ~ “# 23.: 
. 3.5* 
Sign 
-on to Noon 41.8 47.1 | 23.5 
Noon to 3:00 Pw 36 
3:00 PM to 6:00 PN m0 | io | 302 
0 " 52.0 
Noon to 6:00 
PM 33.2 | 2k.5 42.3 
é 200 PM to 10:00 ™M 
10:00 FM to Midnight a2 abe 333 - 
. . 3 
6:00 PM to Midnight 33-5 | 29.5% | 38.3 
i , 0.2 
SATURDAY 
Sign-on to 6:00 PM 
6:00 mite ae a3 27.4 30.1* 0.2 
200 PM to Midnight 33.9 ay = 
: “ 3.0 
SUNDAY 
Sign-on to 6:00 PM 
rowdy. to 10:00 Pw eg -: 7 
:00 PM to Midnight 21.2 ee S. - 
° ° 0.1 
SUNDAY THRU SATURDAY 
6:00 PM to 10:00 ™ 
10:00 PM to Midnight as aed ioe 4 
. : ec. 
6:00 PM to Midnight 3.7 | 32.28 | 34.4 : 
s . 0.2 
SIGN-ON TO SIGN-oFF 36.3 32.2 
affiliate (, egeeeserlee . 35.3 0.2 
D ¢ 
OR AGO O 
AK ae U 
: A - ‘e) D 
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advertisers 
HITS 
in Rochester... 


because... 


27.4% more daytime circulation than 
the other Rochester channel (NCS #2) 
Greatest power 
Unsurpassed local programming 
and personalities 
@ Stable labor market with one of 
the highest per capita incomes 
e@ Best merchandising— 
best advertising results 


Represented by Peters, Griffin, Woodward, Inc. 


WROC-TV 


NBC -ABC Channel S 
ROCHESTER 


SYMBOL OF SERVICE 


: A TRANSCONTINENT STATION 


‘Cc WROC-TV, Rochester © WGR Radio, WGR-TV, 
& Buffalo « WSVA Radio, WSVA-TV, Harrisonburg 








THE 
Xd LAUREL 


AND 
HARDY 
SHOW 


Gets Top Ratings on 
WNAC-TV, Boston 





Wire or phone 
Art Kerman 
today for Z 


availability 

in your market, \ 

GOVERNOR TELEVISION 

151 West 46th St., N.Y.C. 
JUdson 6-3675 


















Letters to the Editor 


WJBK-TV Rate Protection 
. the article on 12 months’ rate 
protection (TV AGE, Dec. 16, 1957) 
. was complete and accurate. You 
might be interested to know that we 
have received many enthusiastic letters 
of response from the agencies notified, 
the respondents including virtually all 

cf the top national agencies. 

Bit MICHAELS 
Vice President & Managing Director 
WJBK-TV Detroit 


Orkin Pleased 

We are delighted with the article 
which appeared in the December 16th 
issue of TELEVISION AGE regarding our 
company. If possible, we would like 
very much to have six additional 

copies of this issue. 
Leon R. Rossins 
Advertising Manager 
Orkin Exterminating Co. 
Atlanta, Ga. 


Unhappy 

I would like to express my dissatis- 
faction with the manner in which you 
reported “Spot Television Goes to Col- 
lege” on page 63 of your December 
16th issue. (This, I believe, would have 


(Continued on page 18) 





Plays for Writers 
Television Plays for Writers, $5 edited 
by A. S. Burack has just been publish- 
ed by The Writer, Inc., Boston. The 
collection of eight plays has a fore- 
word by Herbert Brodkin, a producer 
for Studio One. 

Plays included are: The Narrow Man, 
Anne Howard Bailey; A Real Fine 
Cutting Edge, Robert Dozier; Mock 
Trial, Edith and Samuel Grafton; 
Flight, Horton Foote; The Out-of- 
Towners, Tad Mosel; Tragedy in a 
Temporary Town, Reginald Rose; 
Noon on Doomsday, Rod Serling and 
Honor, Gore Vidal. 

A phrase from Mr. Brodkin’s in- 
troduction seems best to describe this 
group: “... this collection is outstand- 
ing in its variety and is representative 
of what makes good television theatre.” 


Here’s Why 
It’s 


KQTV 





for Northwest lowa 


This is Miss KQTV 





She lives in Emmetsburg, 
lowa. Her name is Rose 
Marie Jurries. 


She was selected from 887 
other little four year old 
girls in Northwest lowa who 
were nominated for the honor 
of being named Miss KQTV. 


The nominations came from 
101 towns and percentage- 
wise amounted to 44°) of 
all the four year old girls 
among the 180,000 people 
who watch KQTV in 12 coun- 
ties and 110 towns in North- 
west Iowa. 


KQTV 


Fort Dodge, lowa 


Ed Breen, Manager 
Represented by: 
John E. Pearson Co. 


The Continuing Sidewalk Survey, certi- 
fied by Mayors, Council Members and 
Chiefs of Police as of December 14, 1957 
shows 49,932 KQTV homes. 
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Letters 


been the more appropriate title of the 
article. ) 


(Continued from page 17) 


In your report, you made repeated 
reference to Mr. Castleman’s “pitch” 
and “spiel” to the class. Mr. Castleman 
gave what I thought was an unbiased 
and thorough report on the many ad- 
vantages of spot tv as opposed to and 
in conjunction with other media. 

Neither the school nor I, in any way, 


condone a so-called “sales pitch” in my 

radio-tv classroom by any guest lec- 
turer. ... 

Havis MEDWICK 

Business Manager— 

Radio-Tv Department 

Erwin, Wasey, Ruthrauff & Ryan 

New York City 


Insurance Article 
Could you please send us 15 re- 
prints of “Television Insurance” (ar- 





ACCURACY 


This word, in film processing, is a very important 
word indeed. 


People tell you that one film processing job 


is as good as another, and what the heck, what's the 


measure of accuracy, anyway? 


Well. To answer that one would take a very long time. 


Suffice it to say here that it’s summed up in 

all the operations of a processing job, where even 
the smallest details are of great importance. 

It shows everywhere, and it positively shines when 
the film appears on the screen. 


What we're talking about, of course, are the people 
and the operations at Precision Film Laboratories. 


Here attention to detail, sound, proven techniques 
are applied by skilled, expert technicians to 


assure you the accurate, exact processing your films 


deserve to justify your best production efforts. 


Accuracy is a must for TV —for industrials —for 
education—for all movies. 


= 
> & and hear 


you'll see 


Frum 


nano 


tCABORATORIES, tne. 


21 West 46th Street, New York 36, New York 


A DIVISION OF J A MAURER INC 


in everything, there is one best .. .in tilm processing, it's Precision 
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ticle on Prudential Insurance Co.) 
from the October 21st TELEVISION AGE. 
Tom FRAIOLI 

Local Sales Manager 

wrva-Tv Richmond 


Fan 
I like your magazine. 
Miss FRAN FINKS 
Servad Film Productions 


Mayfield, Ky. 


Uhf Summary 
Your uhf report in the December 
16th issue of TELEVISION AGE repre- 


(Continued on page 25) 
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Scout Drive 


National headquarters of the 
Girl Scouts is readying a spot tv 
campaign with the light touch. 

Five telops and four one- 
minute commercials will animate 
the organization’s new theme: 
“You Can Count On Her.” The 
telops carry the slogan under a 
whimsical illustration. All but 


one of the one-minute films will 
feature an animated character, 
Suzie Scout. She’s a girl who is 
glad to share her scouting knowl- 
edge with the viewing audience. 
Subjects of the first three spots 
will be “How to Pot a Plant,” 
“How to Recognize Poison Ivy,” 
“How to Say Hello Around the 
World.” 

The fourth spot in preparation 
will feature actual kids’ drawings 
of scouting activities. 

Natalie Flatow, radio-tv direc- 
tor at national headquarters, says 
the Suzie Scout series may even- 
tually run to 10. Meanwhile, it’s 
hoped that the first four will be 
ready for airing during Girl 
Scout Week, March 9-15. 














starring 
Rod Cameron 
Mystery-Adventure 
78 half hours 


starring 
Rosemary Clooney 
_ Musical Variety 


$9 half hours 


HOLLYWOOD 
STAR PLAYHOUSE 


Famous Hollywood Stars 


Drama 
over 400 half hours 


starring 
John Howard 


Drama 
78 half hours 


SOLDIERS OF FORTUNE 
starring 
John Russell 
and Chick Chandler 


Adventure 
52 half hours 


CRUSADER 
starring 
Brian Keith 


Drama 
52 half hours 





your own big-time star...your own hit show... 


your own choice of markets...all yours with 


mca tv 


distributors of the highest-rated film series 


in America...all made expressly for you, the 


regional and local advertiser! 





ATERFRONT & 
starring 
Preston Foster 


Drama 
78 half hours 


RAY MILLAND 
SHOW 
starring 
Ray Milland 


Comedy 
76 half hours 


with 
Marvin Miller 


Drama 
39 half hours 


FEDERAL MEN 
with 
Walter Greaza 


Drama 
39 half hours 


and his Royal Canadians 


Musical Variety 
78 half hours 





Western Features 
starring 


67 hour-long features 


by 


fe HEART OF THE CITY 


¢ Pr : ; 
e Pat McVey, Jane Nigh 
Drama 
91 half hour: 


Western Features 


starring 
GENE AUTRY 
56 hour-long features 


starring 
Mark Stevens 


Drama 
89 half hours 


MAYOR 
OF 
THE TOWN 
starring 
Thomas Mitchell 
39 half hours 








CITY DETECTIVE 
starring 
Rod Cameron 


Mystery 
65 half hours 


starring 
Alan Hale, Jr. and Randy Stuart 


Drama 
26 half hours 


PLAYHOUSE “15” 


Drama 
78 quarter hours 





’58’s NEWEST.. 
"58’s GREATEST 


Whit KEY , 


in 39 all-ne 

mystery dran 
available onh 
and local adv 







America’s fastest-selling m 
to television — and you’re t 
fans number over 50,000,006 
all — have already sold over 
Now Spillane’s unique branc 
been translated into a great 
Act fast...be tough... get 
MIKE HAMMER in your mar 


dramas... 
only to regional 
advertisers 





. “ 
MICKEY SPILLANE 


elling mystery writer comes 

you're the winner! Mickey Spillane 
0,000,000. His books — best-sellers 
sold over 28,000,000 copies. 

que brand of fast and tough action has 
oa great new television thriller. 
h...get MICKEY SPILLANE’S 
our market today! 

















be great in ’58 with America’s No. 1 distributor 
of television film programs.. .three-time winner 
of the television industry’s highest award for 
“service to stations, agencies and advertisers” 


(The Billboard Annual All-Industry Poll) 


mca tv 


For availabilities, prices and private screening, 
write, wire, phone your MCA T'V film syndication 


representative in 
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Letters (Continued from page 18) 


sented a fine summary of the uhf 
situation. 

WaLiace M. BraDLey 

Executive Director 

Committee for Competitive Television 

1735 DeSales Street, N.W. 

Washington, D. C. 


Local Tv Article 


Would you kindly send us 20 copies 
of the article, “Effective Use of Local 
Tv,” which appeared in the Dec. 16 
issue of TELEVISION AGE. 

Rosert W. FEeRcuson 
Vice President 
wTkF-Tv Wheeling 

. we would like to receive 10 
copies of the article “Effective Use of 
Local Tv,” which appeared in your 
December 16, 1957 issue. 

Harry LeBrun 
General Manager 
WLw-a Atlanta 


Note: Reprints of the article are available at 
25c¢ each, 20c in lots of 10 or more. 


1958 Yearbook 


. will you please send me a copy 


of your Yearbook for 1957? Send it 


Only ONE 


Continental Divide 


is atop the 


Serving both the Atlantic and 
Pacific Sides of America 


KXLF - TV4 
Butte 


Montana 
East—The Walker Co 


West—Pacific Northwest Broadcasters 








either C.0.D. or bill me, whichever is 
most convenient for you. 


Durian H. STEWART 

Film Productions 

5081 Longbranch 

San Diego, Calif. 

Note: The 1958 TELEVISION AGE Year- 

book, completely updated and including much 

new information, will be off the press the 

latter part of January. Single copies are sold 

for $4. The Yearbook is included with sub- 
scriptions at the regular $7 yearly rate. 


Success Stories 


Please send us 2 each of the Tv AGE 
Success Story reprints #16 through 
#33; 20 TV AGE Success Story reprints 
#34. 

I will appreciate your placing this 
department on your mailing list to 
receive 2 copies of each reprint, as new 
ones become available. 


MiLtarp H. ALMON 
Sales Development and Merchandising 
wFaa-TVv Dallas 


Note: Reprints of each of the 36 product 
group Success Stories are available at 25c 
each, 20c in lots of 10 or more. For a com- 
plete listing of the product groups included 
see the handy order form on page 52 of this 
issue, or write to Reader’s Service. 

















Market...” 


$1 billion-plus buying 
power...over 80% spent 
at home... 228,000 TV 


homes 
PORTLAND 


WCSH-TV MAINE 
Channel Six 

















*Philip K. Scheurer, Drama Critic L.A. Times 
Edwin Schallert, Film Critic 


“Let me know when the show is over. 


1 want to catch their commercial again!” 


It is possible to create commercials that 

add to the “entertainment” of a program. 
Commercials that become conversation pieces 
can sell a lot of product too. Our designs for 
the animation sequence in “Around the World 
in 80 Days” have been hailed by critics* as 
the best part of a great show. The same talent 
can make your next commercial 4 standout. 


animation, inc. 


8564 MELROSE AVENUE 
HOLLYWOOD 46, CALIFORNIA 
OLympia 2-3540 


New York + Chicago + Detroit 
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Artist: Forest Wayne Hertel 


KPRC-TV, HOUSTON 
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(An Essay on Criticism) 
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on resultful television advert 
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*Tis not a lip, or eye, we beauty call 
But the joint force and full result of all. 


JACK HARRIS, Vice President and General Manager - JACK McGREW, Station Manager - EOWARD PETRY & CO., National Representatives 


Great Ideas of Western Man... 











vars mus cme mo. LEL@-SCOPe 





Parliament Campaign 

Philip Morris is launching its heaviest television cam- 
paign to promote its new high-filtration Parliament cigar- 
ettes. According to George Weissman, Philip Morris vice 
president for marketing, spot television will be used in 
the 60 top markets. In addition the new cigarette will be 
promoted on the Mike Wallace Show on ABC-TV, starting 
Jan. 18. A heavy newspaper campaign will be used in 
about 50 markets. 


Lestoil Starts on Chicago Tv 

Lestoil, the tv-promoted liquid detergent of Adell Chemi- 
cal Co., Holyoke, Mass., continues the invasion of the west. 
With the Detroit campaign well under way, the product 
has premiered on Chicago tv. Buying pattern for Lestoil 
has been all stations in a market, full-year contracts, 
saturation B and C time periods with one-minute film 
commercials. The all-purpose cleanser is not made avail- 
able in the market until tv has created a demand. Time 
buyer is Rene Reyes of Jackson Associates, Adell’s house 
agency in Holyoke. 


Buick Account to Y&R? 

One of the agencies most often mentioned as having a 
good chance to capture the $20-million Buick account 
is Young & Rubicam. But “experts” on Y&R policy be- 
lieve that the agency president, Sigurd S. Larmon, won’t 
make a move to garner Buick as long as Ford’s Lincoln 
and Continental business is in the house, even though 
the latter’s billing is but one-fourth that of Buick. 


Tv and Sears 

Sears, Roebuck sales by retail stores now amount to 77 
per cent of total volume—leaving only 23 per cent for 
once-predominant mail-order operation. Most of the Sears 
television advertising (it amounted to an estimated $350.- 
000 in 1956) has been handled on a local or regional 
basis. In the Baltimore area William Bulla, advertising 
manager, has just announced the appointment of W. B. 
Donor & Co., Baltimore, as the agency to handle tele- 
vision, radio and transportation advertising in that area. 
In view of the increasing importance of the retail outlets 
in Sears volume, a stepped-up tv campaign is expected 
in most markets where the company has stores. 


Spot Action for Dow Corning 

Look for some spot tv action from Dow Corning Corp. 
within the next few months. Plans are not yet definite, but 
the firm intends to advertise its Silicone products together 
with manufacturers who use the material. As mentioned 


in Spot Report, June 3, 1957, the initial effort will prob- 


ably be in the top 15 markets, with tv spot getting into at 
least a few of these. Anderson & Cairns, Inc., New York, 
is the agency; Victor Seydel, vice president and tv-radio 
director, is the contact. 


Qona’s.a Boona to Sales 

Comical cartoon approach is paying off for Breast-O’- 
Chicken Tuna, Inc., San Diego. Telling the company’s 
story in four test markets is an animated character, Oona 
O’Tuna. Oona, according to the company’s vice president 
and advertising and sales manager, Larry M. Kaner, 
“tells our story humorously and effectively. Instead of 
hitting the customer over the head with our sales pitch, 
we're tickling her funnybone to get her interested—and 
to buy our products.” Sales are up 31 per cent in the 
test markets, he says. Guild, Bascom & Bonfigli, San 
Francisco, created Oona O’Tuna. 


General Cigar Renews 

General Cigar Co. has renewed most of its weather and 
sports shows for Robert Burns cigars. A few markets 
were dropped, but these are expected to be picked up again 
within a few months. Young & Rubicam, Inc., New York, 
is the agency; Russ Young is in charge of the buying. 


Some Piel Shifts? 

Piel Bros. is holding onto its present tv spot schedules, 
but there is a good chance of some shifts soon. Young & 
Rubicam, Inc., New York, handles; Tom Viscardi does 
the buying. 


Wheat, Rice Honeys Back in Spot 

After a lay-off of a few weeks, National Biscuit Co. is 
coming back with spot schedules for its Wheat and Rice 
Honeys. The firm is trying to repeat most of the place- 
ments it had before the hiatus. It is buying first in major 
markets and will continue into the smaller markets as 
long as the money holds out. Lucy Kerwin is the time- 
buyer. 


Tv in Congress 

Rep. F. Jay Nimtz, Republican from the third Indiana 
district, has announced his decision to introduce a bill 
in Congress that would permit television sessions, not only 
of Congress, but of congressional committee meetings as 
well. Decision came after Rep. Nimtz was interviewed 
on wsJv-Tv Elkhart by John A. Scott, vice president of 
the Truth Publishing Co., licensee of the station, on up- 
coming legislation which would interest Indiana residents. 
Influence of Mr. Scott and Paul C. Brines, vice president 
and general manager of wsJv-Tv, is believed in part re- 
sponsible for plans for the bill. 
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A city’s premier television editorial documentary, 
presenting live and on film an unpleasant and 
controversial subject . .. SMOG! 





KOIN-TV, CHANNEL G 


Portland, Oregon—center of a rapidly-expanding 
Pacific Northwest manufacturing and marketing area. 





The time: 





6:00 P.M., Sunday, December 15, 1957 


oat 


he response —_— A VIEWER ... “You have done a great public service 
ay haa by bringing all of this out in the open, and I thank you.” 


A STATE GOVERNMENTAL OFFICIAL. ..“Public service 
programs like this one enable the public to be informed 
of activities which need additional citizen participation.” 


AN INDUSTRIALIST . . . “I feel KOIN-TV deserves 
a hearty pat on the back for your documentary presentation 
on air pollution.” 


A MANUFACTURER ... “Guests visiting from California 
remarked after viewing the program that they wished 
such a thing had been done in California as it certainly 
would have helped people to understand their situation. 


MANAGER of an INDUSTRIAL ASSOCIATION .. . “Our 
Board of Directors, at their regular meeting yesterday, 
unanimously approved a motion that our Association 
publicly acknowledge to your TV station its 

sincere appreciation of your air pollution program.” 


A NEWSPAPER COLUMNIST... “A job as smooth as the 
best network production.” 


The staff and management of KOIN-TV are proud and pleased, 
of course. But more importantly, we have learned that we can 
KO i NE -TYW perform successfully a service to our community, over and above 
the ordinary services commonly associated with television pro- 


gramming. Our second editorial documentary is in production. 
channel 6 portland, oregon 


Represented Nationally by 
CBS-TV Spot Sales 
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Business barometer 


Local and national spot billings both showed sharp gains in October, following 
the usual pattern for the month. These followed the gains in both divi- 
sions that were 


registered in Sep- 
tember. LOCAL BUSINESS 


Oct Nev Dec Jan. ST Feb Mar April May June July Aug 








The Business Barometer 
shows that local 
business was up 
15.35 per cent in 
October, over that 
in September, 
while spot gained 
22.2 per cent for 
the same period. 














1956-57 





1955-56 






The gain in September over 1s 
August was 5.4 per - 
cent for local and 1954-55 - 
13.2 per cent for " 
national spot. 











This upturn compares with 
the same months in 

1956 when local 

showed a climb of eS 

20.1 per cent in 

October and 5.1 per cent in September. Spot gained 22 per cent in 

October, 1956, and 16.6 per cent in September. 














As the chart indicates, the SPOT BUSINESS 
pattern for local Oct, Nov. Dec. Jan. 57 Feb. Mar. April May Jr ee ae 
business since 
March has been 
very similar to 1956-57 
that a year ago. 


There was some o_ 
difference in Jan- a 
uary and February 9 
between the two 1955-56 a 
periods. - 
In national spot the dif- a 
ferences have been pe 
ae et 














greater, but the 
have been very 
similar. Principal 
difference in the 
two years in spot 
was in May, which 
showed a loss of 
1.2 per cent in 
1957, but a gain 


of 4.9 per cent in 
1956. 


This is the highest point 
of the year for 
national spot 
billings, and, for 
that matter, the highest point ever attained by this particular category. 
This fact is clearly indicated by the chart. 











For local billings too, this is the high point of all time as the chart shows. 
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BEWARE 


THE THUMB 


ON THE 
BUTCHER'S 


HUNTINGTON-CHARLESTON, W. VA. 


W.5.cC. VETWORE 


Affiliated with Radio Stations 
WSAZ, Huntington & WKAZ, Charleston 


LAWRENCE H. ROGERS, PRESIDENT 
Cc. TOM GARTEN, Commercial Manager 


Represented by The Katz Agency 
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WHETHER you're buying a veal chop 
or television advertising, you get what 

you pay for. So any smart ‘buyer checks to see 
what's actually delivered for his money. You can’t 
eat the butcher’s thumb. 





a 


In our rich Huntington-Charleston market, no TV 
station delivers so much for so little as WSAZ-TV. 
By day (9 A.M. to 5 P.M.), the next-best station 
charges you 171% more per 1,000 homes; the last- 
place station, 327% more. By night (7:30 to 10:30 
P.M.) , the gap is equally great — 123% and 197%, 
respectively. Dollar-for-dollar, here’s the scorecard: 


























Cost-per-M Cost-per-M 

Daytime Nighttime 
WSAZ-TV $ .95 $1.12 
Station B 2.57 2.50 
Station C 4.06 3.33 








(Source: ARB, November ‘57; all figures based on 260-time frequency) 


Even more important, day or night, you get a juicy 
62% more total homes with WSAZ-TV than with 
the other two stations combined. Plus a wide sur- 
rounding coverage of 100 counties in four states. 
Plus Channel 3 clarity. Plus the prestige of the Ohio 
Valley's oldest, best-liked TV station. 


Better see Katz and get yourself a choice cut of all 
this advertising wallop! 











Ford, Dodge commercials high on list . . page 31 


Broadcasting critic opposes toll tv... . . page 31 


Any salesman can use tv. NRDGA told . 


Tv Commercials 


Once again the smiling bear who 
stumps for Hamm’s beer has won the 
big vote in the American Research 
Bureau’s November tally of favorite 
tv commercials. 

In October the happy bear was un- 
seated, after a four-month leadership, 
by the Gillette parrot, who had the 
advantage of World Series exposure. 

The Piel Brothers, like Hamm’s a 
regional advertiser with fewer con- 
stituents, were voted into second place. 
Taking over the number-three spot 
was Ford. Dodge was fourth. 

There were four newcomers to the 
best-liked list selected by ARB’s diary 
sample. Hit Parade cigarettes were in 


BEST-LIKED TV COMMERCIALS 
Based on National Diary Sample, 
Nov. 6-12, 1957 


% Men- 

Standing Agency tion 

1. Hamm’s Beer, Campbell-Mithun 9.4 

2. Piel’s, Young & Rubicam = Be 

3. Ford, J. Walter Thompson 6.9 
1. Dodge-Plymouth, Grant; N. W. 

ROE soca Peneds a 6.3 

1. Maypo, Bryan Houston 6.3 


6. Revlon, Warwick & Legler, C. J. 


LaRoche; Dowd, Redfield & 

Johnstone ....... 4.6 
7. Alka-Seltzer, Geoffrey Wade a7 
8. Falstaff, Dancer-Fitzgerald-Sample 3.3 
9. Chevrolet, Campbell-Ewald ...... 2.9 
10. Tip Top Bread, J. Walter Thompson 2.8 
11. Winston Cigarettes, Wm. Esty . 25 


12. Chesterfield, McCann-Erickson 2.2 
12. Kraft Foods, J. Walter Thompson 2.2 
14. Schlitz Beer, J. Walter Thompson 1.9 


15. Gillette, Maxon ......... 1.8 
16. Seven-Up, J. Walter Thompson 1.7 
17. Hit Parade Cigarettes, BBDO 15 
18. U. S. Steel, BBDO ....... 1.3 
18. Robert Hall Clothes, Sawdon 1.3 
18. General Electric, BBDO 1.3 
21. Sunbeam, Perrin-Paus 11 
21. Ivory Soap, Compton 1.1 
21. Dr. Pepper, Grant 1] 
21. Ballantine Beer, Wm. Esty 1.1 


. page 33 


17th spot. It would seem the public 
has partly recovered from the artillery 
barrage laid down by Hit Parade in 
its premiere campaign. U. S. Steel 
appeared for the first time, ranking 
18th. Robert Hall Clothes was tied 
with U. S. Steel. Sunbeam bowed in 
at the bottom of the list. 

Several commercials improved their 
rank. Ford moved from 7th to 3rd; 
Revion from 16th to 6th; Kraft from 
16th to 12th; Falstaff from 9th to 
8th; Maypo from 10th to 4th; Tip Top 
bread from 13th to 10th. 

Returning to the list in November 
after a layoff were Seven-Up, Chevy 
and Dr. Pepper. 

ARB reminds readers that this is 
strictly a popularity contest. It doesn’t 
measure audience size or sales effective- 


ness. 


Well-Dressed Bunny 


Fort Worth 


bunnies sweet, but not shapely. 


mothers like their 

The fact was brought out emphati- 
cally when Sandra Faubian of KFJZ-TV 
appeared as Honey Bun to emcee a 
Bugs Bunny cartoon festival for Fort 
Worth’s kiddies. 


Bunny costume were floppy. All else 


The ears of her 
was firmly packed. 

Apparently a lot of Fort Worth 
mothers are not above watching a 
Bugs Bunny cartoon. Or maybe they 
were lured to the living room by pro- 


vocative whistles from precocious 
youngsters. 
Anyhow, KFJZ-TV’s phone board 


was lizited up by angry femmes com- 
plaining about thinclad emcee Fau- 
bian. 

Miss Faubian was rushed to the 
costuming department for more ma- 
terial. The results were concealing. 


Mothers were quieted. 









uurruree WNewWStront 














.. - before, and after... 


Smythe Anti-Toll 


It has long been suspected by the ty 
industry that the intellectuals are pretty 
solidly on the side of the pay-tv pro- 
moters. 

But at least one member of the high- 
brow ranks has joined the free men. 
Dallas W. Smythe, a critic and writer 
on broadcasting since the heyday of 
radio, has taken his stand in the Jan- 
uary 4th issue of The Nation. He has 
thus made a cogent statement for 
status quo to a substantial segment of 
the intellectual populace. 

Currently Mr. Smythe is research 
professor of communications at the 
University of Illinois. His wife, Jennie 
N. Smythe, collaborated on the article. 

Mr. Smythe says that one of the 
skillful 


paigns of modern times has brought 


most public-relations cam- 
pay tv to the verge of acceptance. Sup- 
port, he says, has come from those 
whose interests would be served by it 
—writers, actors, directors and the 
front offices of Hollywood and Broad- 
way and sports promoters. 


“But,” he 


support or at least friendly neutrality 


declares, “without the 


of intellectuals, pay tv would have 
little 


however, have fallen easy prey to the 


made headway. Intellectuals. 
(Continued on page 33 
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AFTER ALL'S 
SAID AND DONE 


WIBK-IV 


CHANNEL Q@) DETROIT 


IS STILL No. 1 


ARB 


Reports FLINT AUDIENCE 


SIGN ON TO SIGN OFF 
(Nov., 1957; Released Dec., 1957) 





IN FLINT 


Just a few days ago, in December, 1957, ARB released the 
first truly comprehensive television audience report for the 
Flint area (58 airline miles from downtown Detroit). In light of 
wZelal-to Mel aloMaelahitiiisle Migell-Meolohd-IailiisteMaelaa-teallile Mitel melg-to 
complete with ''facts’’ concerning almost everything except 
the basic ingredient of AUDIENCE), we respectfully call your 
oh at-Talilolam coms in\-Mh cole Mi isloh molt] am O)-S cel] ml @ialolalal-1 mM amelthi(-S metal 
No. | in Flint area viewing, with more overall viewing than a 


the non-Detroit stations combined, just as it is tops in Detroit 


lal Mn Me olUL Mola MohMET-OZ-1e] lui) ololacelal Mell ettiol(-Meold-tol MioMael7-1¢-10| 
by WJBK-TV, proving again that the wise buy is the station 
alohme toh itl gehi-t Ma odsl-1a-m oleh alate Ml olohoi-lanaelsla-laligehi-S ee a di Mmilob ait 


£ InN 
power ofr | UU, 


> 


00 watts, 1,057-foot tower, and with complete 


facilities for local programming in full color. Basic CBS 


< GtOR 
Represented by /¢ {Ne 
be 


THE KATZ AGENCY, INE. Se! 
are 


STORER NATIONAL SALES OFFICES: 625 Madison, New York 22, N.Y. 
230 N. Michigan, Chicago)1, Ill.; 111 Sutter, San Francisco, Cal. 


WJUBK-TV 
CHANNEL 2 
DETROIT 


STATION B 


DETROIT 


STATION C 


BAY CITY 


STATION D 


LANSING 


STATION E 


DETROIT 


All Others 





ICE 





News (Continued from page 31) 


pay-tv merchants.” 

This is regrettable on two counts, 
he says. First, they have not pursued 
their own self-interest. Second, they 
have overlooked their responsibility to 
the less educated and less sophisticated 
populace. 

Will pay tv overcome the intellec- 
tuals’ frustrated need for “mature, 
original entertainment”? No, says Mr. 
Smythe. Bach, Beethoven and Bartok 
concerts and Broadway plays are not 
good box office. 

“The more basic answer is that in 
our commercial culture, a box office 
attached to a mass-production line 
provides a mass-produced product. 
And pay tv, when it uses the airwaves, 
will have a built-in mass-production 
line just as does free tv.” 

But if it is possible to broadcast 
profitably programs which would sat- 
isfy a minority audience, why would 
this not be done on pay tv? 

Mr. Smythe answers with a parallel 
question concerning the auto indus- 
try: “Why does Detroit not make cars 
like those European imports which 
appeal to minority automobile tastes 
because of their smallness, maneuver- 
ability and economy? 

“Detroit could do so and at a profit 
. . . [But] mass production is always 
concentrated on the product where the 
largest profit will be earned. Catering 
to a minority may yield a profit; it 
can never yield the largest profit.” 

The clearest example of what will 
happen to the talent that viewers now 
watch free if pay tv comes in is demon- 
strated by the Los Angeles Dodgers 
and the San Francisco Giants, says Mr. 
Smythe. They are already unavailable 
to free tv, because pay promoters have 
already bought the rights to their 
games. 

The drain on free tv’s talent will 
not end with sports, says Mr. Smythe. 
Take one of the most popular tv dra- 
matic shows: 

“In the spring of 1957, Gunsmoke 
was watched in more than 13.5 million 
homes each week. The sponsors paid 
$38,000 for talent and $52,200 for 
station time, or a total of $90,200 per 
week. Now assume that only one- 
fourth, or 3,385,000, of the 13.5 mil- 


lion families who watched Gunsmoke 


weekly were equipped to receive pay tv. 
Assume that only one-fourth, or 846,- 
000, of the equipped homes bought 
Gunsmoke (on free tv the show had an 
audience rating of 36 per cent). As- 
sume that the very moderate price of 
25 cents was paid per viewing. This 
would yield a weekly gross of $212,- 
000. Our assumptions have been con- 
servative; yet the result is a gross pay- 
tv revenue more than twice as large as 
the present total cost to its sponsors 
of the free program.” 

The star, the producer and the 
writers of Gunsmoke, says Mr. Smythe, 
would inevitably withdraw from free 
tv if larger profits were available from 
pay tv. 

Pay tv, he contends, would not only 
deprive the low-and-middle-brow seg- 
ments of society of their run-of-the- 
mine entertainment, it would also 
knock out such shows as See /t Now 
and other offerings in the area of pub- 
lic affairs. 

“Pay tv would create an industry 
rivaling in size the Bell System, and it 
would inevitably be a monopoly,” says 
Mr. Smythe. “While presently three 
different systems are proposed, it is in- 
conceivable that more than one would 
be authorized for commercial develop- 
ment in a country with as much popu- 
lation mobility as ours, and in light 
of the tradition of standardized engi- 
neering specifications for broadcast 
services.” 


On the other hand, Mr. Smythe has 
no objections to wired tv of the Bartles- 
ville sort. It does not take over chan- 
nels already allocated to free tv. And, 
he thinks, the promoters are stuck 
with the heavy line charges. Over the 
airwaves, the viewer is going to get 
extra charges for installation and main- 
tenance. 

Another fault in intellectual thinking 
on pay tv, says Mr. Smythe, is the hope 
that advertiser manipulation and cajol- 
ery will be gone. 

“Once pay tv gains wide acceptance, 
what is to prevent a franchise-holder 
from selling commercial time?” 


How to Use Tv 


There is a basic reason why depart- 
ment stores have continued to use 
print media. They’re just “doing what 
comes naturally.” 

So says Howard P. Abrahams, di- 
rector of retail sales, Television Bureau 
of Advertising. He used the theme of 
the old show tune in a talk at the an- 
nual convention of the National Retail 
Dry Goods Association in New York. 
He was talking at a session of the 
smaller-stores division. 

“Everybody in this room—and that 
includes me—has used so much print 
media that we know it by heart,” said 
Mr. Abrahams. “Many of us wonder 
about how to produce television. We 
see so many fabulous shows on tele- 


(Continued on page 78) 








MBI AH . 
The new studios and offices of WJBF Augusta are shown above. The new build- 
ing replaces the original structure, which was destroyed by fire in 1956. The 
building contains 20,000 square feet and was built at a cost of $350,000. It is 
located on a two-acre plot in the downtown business section of the city. A new 
transmitter plant and 1,292-foot tower were recently completed on a site eight 
miles east of Augusta. 
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Despite sobering developments, 


n the general business front you could pick 
O your pundit, depending on the personal 
degree of well-being or dyspepsia. 

This one will tell you the nation is heading into 
a profound depression in 1958. The next will say 
it’s merely a hiatus—a leveling off—that fourth- 
quarter °57 slump you have heard about. 

A year ago TV AGE predicted a boom peak. 
With a little help from the Federal Reserve Bul- 
letin, the U. S. Department of Commerce and 
others, the magazine went on to say that “there is 
likely to be a slight downward trend by the middle 
of the year...” 

That was in regard to the general economy. 
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in tv’s future? 


755 5-2959 
rt oe 


its leaders are conservatively optimistic 


And it came. But the tv industry, in the last throes 
of expansion, continued up in dollar volume all 
the way. And the vertical pundits of this maturing 
medium are predicting continued growth in the 
year ahead. 

Not just continued growth in dollar volume. 
They are predicting, besides more revenue, more 
stations, more viewers, more markets, more sets 
and more homes. 

In dollar volume, the Television Bureau of 
Advertising estimates the 1957 tv total (time, 
talent and production) at $1,322,000,000. The 
Bureau predicts that the 1958 total will reach 


$1,416,400,000—an increase of more than $90 


January 13, 1958, Television Age 


o- 


oo? 














$I billion, 200 million | 


$1 billion, 100 million 


$I billion - 


$900 million 


$800 million 


$500 million 


$400 mittion 


$300 mittion— 


$200 mittion 





0. 


FCC through 1955. Tv AGE estimates for 1956, 1957 and 1958. For table see page 


Source: 


million. 

Meanwhile, back on the general 
scene, will there be a major setback? 
The considered answer is no. The 
moderate slowdown that has been un- 
der way will continue. But without 
anything approximating disaster. The 
biggest drawback will be from the 
businessmen themselves. They will 
spend a good deal less on new plants 
and equipment and on_ inventories. 
Exactly unlike the dip of the past 
year, the slowdown this year will give 
way to a moderate rise in the second 
six months. 

The so-called tight money of a year 
ago will begin to jingle. There will 
be loosening of credit restrictions. 
New housing is very likely in for a 
boost. FHA, et al., will be giving 
banks a bigger loan per cent on home 
building. Cars and other hard goods 
will be easier for the public to buy 
through credit extensions. The credit 
debt of John Q. is tremendous. And 
it will get more so. 

There are other reasons for believ- 
ing that the current slump will 
straighten. Population growth is one. 
There will be three million more con- 
sumers to feed, clothe and gadget up. 
Government spending, a fair share of 
it on the fringes of the tv industry 
(electronic manufacturers), will in- 
crease considerably. Right now more 
than one-fourth of the current spend- 
ing is being done by Uncle Sam. He'll 
pick up more of the tab this year. 

Then there’s the aforementioned 
consumer credit. The Federal Reserve 
Board says that total consumer credit 
outstanding at the end of September 
exceeded $43 billion. That’s up $13 
billion over the month before. It’s $2 
billion over the preceding year’s peak. 

A year ago TV AGE said the gross 
national product would run about 
$412 billion for 1956. The magazine 
predicted that the gross national prod- 
uct would strike between $430 and 
$440 billion for 1957. The annual 
rate of the gross national product at 
the end of the third quarter was 
$439 billion. Even with the leveling- 
off in the fourth quarter, it should 
hit in the middle thirties for the 
whole year. 

The output of goods and services 
actually remained at a par during 
the summer months (compared with 
the earlier part of the year). Real 








output for the first three quarters of 
1957 as a whole was up from 1956's 
record rate. 

Personal income advanced almost 
$4 billion. It reached more than $345 
billion (annual rate in the third quar- 
ter). What with the fourth-quarter 
lay-offs and all, however, it could well 
take a substantial dip. This personal 
income—along with credit—and _ in- 
creased government spending—is the 
green hope of the general economy 
for the coming year. 

But for television the mitigations in 
the outlook are practically non-exist- 
ent. TV AGE predicted revenue from 
time sales (not to include talent or 
production costs) for network, spot 
and local totaled $1,066,700,000 for 
1957. That’s an all-time high by a 
good measure—and the first billion- 
dollar year for the industry, accord- 
ing to TV AGE. 

The °57 breakdown shows networks 
totaling $480.7 million, spot $354.8 
million and local $231.2 million. For 
the coming year, TV AGE predicts time 
sales will total $1184.8 million. The 
network take will total $530.3 million, 
spot $386.5 million and local $268 
million. 

It is worth noting that the maga- 
zine’s calculations in 1955 (the FCC 
has not yet released time-sale totals 
for 1956) were within one per cent 
of the FCC’s. 

In January of 1957 there were 476 
tv stations in operation. This month 
there are 495. 

Last year at this time there were 
304 television markets. This year there 
are 315. 

A year ago there were 175,000 
color-television receivers. There are 
now 428,000, according to TV AGE’S 
set count. 

At the outset of 1957 there were 
39,210,000 black-and-white sets in the 
nation. There are now 42,310,000 
(TV AGE estimates). 

The total advertising expenditures 
in television, according to McCann- 
Erickson, were $1,209,900,000 for 
1956. In 1957 the figure was up to 
$1,337,700,000. 

The advertising agency predicts that 
the total ad outlay in tv for 1958 will 
be up six per cent. The agency’s fig- 
ures include talent and production 
costs as well as time costs. 

For all of advertising’s major media, 


the agency predicts ad expenditures 
in excess of $11 billion for 1958. 
That’s a gain of about a half-billion 
over 1957. 

The networks themselves, whose es- 
timates of time costs are based on 
figures from the Publishers Informa- 
tion Bureau (which are high because 
of the one-time rate base of calcula- 
tion), have reported a total of more 
than $500 million in billings for 1957. 

The estimated gross for NBC-TV 
during °57 was $195 million. This 
represents a $7-million increase over 
56. 

Says the network, “A total of 210 
advertisers spent more dollars on the 
NBC-TV network in 1957 than ever 
before. By the end of the year the 
network had attained the highest level 
of sponsored time in its history. The 
total dollar volume of time and pro- 
gram sales in ’57 was almost 10 times 
greater than the 1950 sales level.” 


were five westerns in the top 10 as 
the year closed. There are more oaters 
in produetion for the coming season. 
Thus spake the viewing public. 

This season has seen nothing like 
the mass show foreclosures of a year 
ago. The season’s relatively few flops 
have been singers. Most of them will 
go, casual and carefree, out of the 
public view. The first and coolest of 
them all, Perry Como, will remain. 

Specials will be back in force. Ad- 
vertisers like the frequency and audi- 
ence. There will be more hour-long 
offerings. Viewers like the more thor- 
ough plot and character development. 

Paradoxically, CBS-TV strengthened 
its position in the presentation of spe- 
cials, or spectaculars. NBC-TV_ im- 
proved its position in the day-by-day 
and_ night-by-night programming. 
ABC-TV made some brilliant thrusts 
into the competitive thicket. 

With its special shows, more than 


1956 <4 Business and Economic Indicators m»1957 
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gross national product 
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$34.9 billion plant, equipment expenditures $36.0 billion 








ABC-TV reports a gross time-sales 
figure of $81,200,000. This compares 
with last year’s PIB total of 
$76,726,000. 

For CBS-TV the 10-month PIB 
report put the network at $196 mil- 
lion. Projected, this could bring the 
network close to $240 million for the 
full 12 months of °57. The total in 
1956 was $223,520,382. 

On the network programming front, 
the public seems to have been success- 
fully tracked down. The trail has led 
deep into the western plains. There 


Source: U.S. Department of Commerce 


in any previous season, CBS-TV man- 
aged to hit well over the nighttime 
average. And with the Nielsen ratings, 
the network had six out of the top 10 
specials. They were Lucille Ball-Desi 
Arnaz, The Edsel Show, Mike Todd’s 
Party (the top three), the Miss Amer- 
ica Pageant, Crescendo and Shower of 
Stars. 

At the same time, NBC-TV has made 
the inroads it was hoping to make 
when the season got under way. A few 
montis back an NBC-TV programming 
executive told Tv AcE that the net- 

(Continued on page 70) 
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Station Class A Announcements 
hourly rate & ID's 
UNDER $250 lst quarter 930 
2nd quarter 855 
3rd quarter 677 
total 2,462 
$251-$500 Ist quarter 1,129 

2nd quarter 2,171 

3rd quarter 98 
total 1,281 
$501-$900 Ist quarter 1,096 
2nd quarter 1,157 
t 3rd quarter 1,614 
repor ae 
Total donations $901-$1500 Ist quarter 1,341 
2nd quarter 1,453 
. 3rd quarter 1,421 
at end of third quarter ~s 
total 4,215 

ahead of total 

$1501 UP Ist quarter 1,549 
for full year of 1956 2nd quarter 1,795 
3rd quarter 1,937 
total 3,281 
AVERAGE Ist quarter 1,128 
2nd quarter 1,499 
SEAEION 3rd quarter 1,219 
total 3,846 


ollar value of commercial televi- 


D in time and 


talent to telecasts in the public service 
has again set a new record in the third 


sion’s donations 


.quarter of 1957. 


For the three-month period the 501 
stations on the air telecast 609,719 
announcements and 83,166 programs, 
the time value of which, when added 
to the value of the time of personnel 
involved in producing the programs, 
totalled $93 million, the exclusive 
TELEVISION AGE quarterly survey in- 
dicates. 

This was the highest total reported 
for any quarter since the TV AGE sur- 
vey was started two years ago. A year 
ago commercial stations donated $50 
million in public service telecasts dur- 
ing the months of July, August and 
September. The total this year is 
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nearly double that amount. 

During the first nine months of 
1957 commercial television stations 
have donated $195 million in time 
and talent. In 1956 totals for the en- 
tire year reached $189 million and in 
1955 the year’s total was $133 million. 

It is apparent that America’s sta- 
tions are giving not only more time 
to public-service telecasts, but are 
presenting these announcements and 
programs in better, higher-priced time 
segments—in prime time which com- 
mands bigger audiences than the seg- 
ments allotted to public service tele- 
casts in past years. 

A study of the chart on this page 
will give a clear picture of the pub- 
lic-service record of the average tv 
station and for the average in each 
size of station in each of the three 


1957 quarters so far reported. 
Classification of stations by hourly 
rate is designated in the first column. 
Each of the subsequent columns is 
appropriately headed. The “total do- 
nated” column indicates the actual 
money donation in time and talent 
for each quarter. The final column 
indicates the total donated in the first 
nine months of 1956 and can be com- 
pared with the total figure in the 
column just preceding, which indicates 
the amount donated in 1957 for the 
same period. 
The average 
(shown at the bottom of the chart) 
indicates that the total number of an- 
nouncements and ID’s on the average 


station category 


station was somewhat less than the 
total in the second quarter but the 
value was much higher. This bears out 
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Value announce- Hours Value Value time T otal donated T otal donated 
ments & ID's Programs donated programs & personnel in quarter Ist 9 mo. 1956 
$21,046 94 42 $6,496 $949 $28,491 119.071 
20,393 170 8 9,342 1,656 31,391 
15,323 163 60 10,958 1,803 | 28,084 
56,762 427 150 26.796 4.403 87,966 
37,265 123 73 11,139 2.030 | 50,434 164.128 
53,002 123 47 21,692 1.545 76,239 
37,490 101 37 9.611 1.624 | 48,725 
127,757 347 157 42.442 5.199 175,398 
56,551 185 72 26.656 4.502 87,709 298.407 
68,084 224 103 48,569 5.162 121,815 
105,575 227 78 33.719 4,454 143,748 
230,210 636 253 108,944 14,118 353,272 
129,110 214 79 | 48,196 2,592 179,898 451.886 
147,713 270 89 | 54.854 4.190 206,757 
164,077 162 54 21.423 3.876 189.376 
440,900 646 222 124,473 10.658 576,031 
270,780 199 72 | 84,636 13,618 | 369,034 1,754,560 
244,788 181 65 74.476 11.418 | 330,682 
487,023 271 a4 105.317 10.000 | 602,340 
1,002,591 641 212 264,429 35.036 | 1,302,056 
65,340 151 67 | 23,306 4,034 | 92,680 294,487 
80,335 188 ‘, 36,304 3.476 | 120,115 
157,977 166 58 24.146 2,736 | 184,859 
303,652 505 196 83,756 10.246 | 397,654 
=a eel 








Public-Service Record of average tv stations by classification, first, second and third quarters, 1957 


) 
the idea that public-service announce- considerably over the second quarter, VBC-TV. West 
ments are being placed in more ex- jumping to $184,859 as compared to stations sfinrt 
pensive time slots than formerly. This $120,000. Total for the three quarters : ’ 
money figure also would be influenced for the average station came to publi =-SeCTVICE 
to some extent by increases in station $397,654 as compared to $294,487 for 
rates. the same three-month period in 1956. 

The number of programs telecast by Transferring attention from the av- : : ee OS 
the average station during the three- erage station to the average smaller ad ublic-service A Ge . ha oo 
month period is 166, somewhat less station (those with Class A hourly better and better. | rela vis @ 4 
than the number reported in the pre- rates of $250 or less) it is noted that more of ” than mate was ® 1 ” i 
vious period. The value of these pro- __ these smallest stations showed declines #8 but it is of much better quality 
grams came to $24,146, also consider- in nearly every category. Fewer an- than ever before. 
ably less than the value of the pro- nouncements were used than during The networks and groups are rod 
grams telecast earlier. It would seem the second quarter and the value of "8 @ sreat deal of en eee 
that in this category, unlike the report these announcements was less. tional and public wanthegn dh stctene age 
for announcements, public-service pro- In the program category the num- Outstanding effort of the quarter w . 
grams may have been presented in ber of programs was about the same that of the owned rae division o 
less valuable time segments than had = and the hours used for these pro- the National Broadcasting Lo. mw hich 
been the case in the earlier report. grams was up sharply as was the eight television and five radio casent 

The total of all donations for the value of these programs. The total do- combined in a know your schools 
quarter for the average station was up (Continued on page 54) project for a six weeks period. During 
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NEA Bronze Medal is presented to wrcv-TV’s 
Lloyd Yoder (r.) for Progress program 


—— 


School Supt. Phillips talks to ws3s-tv’s 
Harold Essex (r.) about classroom plan 


wrtvt’s P. A. Sugg (r.) gets special award 
from Cancer Society for its program, Search 





NBC-TV o and o Know Your Schools project 


wky-tv's Joe Jenkins, Lions clubber Bill 


this time a total of 200 hours of pro- 
gram time and 3,000 public service 
announcements were devoted to the 
project over the o&o stations for a 
total value in excess of $1 million. 

Developed under the direction of 
Thomas B. McFadden, vice president 
in charge of NBC owned stations, and 
Don Bishop, director of community 
services, and with the cooperation of 
the U. S. Department of Health Educa- 
tion and Welfare and the U. S. Office of 
Education, the series was launched Oc- 
tober 12. 

While each of the stations worked 
out its own schedule in connection with 
the project, all coordinated 
through the network. 

WRCA-TV-AM New York had a heavy 
schedule. On the tv station the Charles 


were 
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Parker and Dr. Royer launch eye bank 


Van Doren series of six special pro- 
grams called We Deal in Futures was 
widely acclaimed for its general in- 
terest. It dealt with the All-Day Neigh- 
borhood Schools group, which, under 
the New York Board of Education, co- 
operates with schools in depressed 
areas. Another program, Hi Mom 
(Mondays-Fridays, 9-10 a.m.), invited 
educators to talk with mothers about 
preparing their children for school. Hy 
Gardner Calling (Saturdays, 6:30-7 
p-m.) presented interviews with prom- 
inent educators on effective methods of 
teaching at college levels. Ask Congress 
(alternate Sundays, 12:30-1 p.m.) en- 
couraged voters to ask their congress- 
men about educational problems. Open 
Mind (alternate Sundays, 12:30-1 


p.m.) explored education and television 


as a topic. Citizen’s Union Searchlight 
(Sundays, 12-12:30 p.m.) 
city school problems. 

The New York NBC radio station 
had a heavy schedule on similar sub- 
jects. 

On wnsc and wKNB Hartford-New 
Britain a full schedule was carried. The 
tv station presented This is Your World 
conducted by Prof. Albert E. Burke 
and Understanding Our Schools pro- 
duced by Dr. Irving S. Starr, chairman 
of the department of education of 
Hillyer College. Upward Bound covered 
classroom methods and_ techniques. 
Digest carried two features daily on 
schoolroom practices. 

wkcy-Tv Philadelphia presented a 
new color program, Dimension, em- 
phasizing the need for students to enter 


discussed 











science and engineering. Another pro- 
gram, Concept, showed how a large 
university serves the community. Prog- 
ress dealt with school problems and 
objectives. One program showed an 
actual parent-teacher association meet- 
ing in progress. The radio station also 
carried a schedule of similar programs. 

In Washington wrc-Tv developed a 
series of programs in cooperation with 
the six educational institutions in the 
area. Six of these dealt with the ob- 
jectives, teachers, academic problems, 
facilities and resources of the institu- 
tions which include: American Univers- 
ity, Catholic University of America, 
Georgetown University, George Wash- 
ington University, Howard University 
and the University of Maryland. Teen 
Talk took up problems of students 
looking ahead to college. The Other 
Two Billions showed how a university 
was developed through the story of its 
president. 


WBC’s Don McGannon meets Bil and Cora Baird, whose marionettes star in Adventures in Number and 





wBUF Buffalo presented a 30-minute 
program, Bored with Education?, deal- 
ing with educational matters ranging 
from attitudes on progressive educa- 
tion to the teacher shortage. Spectrum 
and Notebook integrated a number of 
additional special school features. The 
station got behind a campaign to per- 
suade citizens to visit local schools 
during “Open House” periods and a 
speakers bureau was set up to provide 
qualified lecturers on educational sub- 
jects for meetings of civic organiza- 
tions. 

In Chicago WNBQ and wMag pre- 
sented nearly 100 programs on educa- 
tional themes and some 400 public 
service announcements. Documentaries 
were presented weekly on the problems 
of school expansion, curriculum, 
teacher recruitment and training and 
similar issues. The regular programs 
Live and Learn, Shadows of the City, 
and Active Education on WNBQ in- 


cluded a number of special educational 





topics. 

KRCA Los Angeles presented two 
new program series, Pathways of 
Knowledge and Our Greatest Resource, 
drawing on educational institutions for 
material for a comprehensive survey of 
educational problems. Telecasts on 
school issues were included on This 
Growing World, Get the Facts and the 
Dr. Frank Baxter and Lorser Feitelson 
programs. An “open house” day was 
sponsored in cooperation with the city 
school system. 

On January 17 NBC-TV has arranged 
a Washington luncheon at which a 
report will be made on the public serv- 
ice project. Guests will include mem- 
bers of the FCC, members of congres- 
sional educational and broadcasting 
committees and educators. 

Westinghouse Broadcasting Co., with 
its five television stations, is constantly 


(Continued on page 54) 








Space on WBC stations 





C. K. Liller (l.) and client. 


Battle, Roberts (art) and Longino (production). 










LNB grows with the south 


From one spot 






Copy chief Shields (c.) 
and staffers go over an 
idea for a new campaign. 




















oO ne of the largest and oldest 
southern advertising agencies 
recently headlined the spread of a 
company newsmagazine, “The Last 
Half of the Twentieth Century Be- 
longs to the South!” 

This clarion call of optimism mixed 
with prophecy is more than mere re- 
gional pride. For that agency, Liller, 
Neal & Battle, of Atlanta, has par- 
ticipated in making the claim a reality. 

The booming surge of the south can 
be dated, by fact more than coinci- 
dence, with the founding of Liller, 
Neal & Battle in 1940. The WPA and 
the emergence of the TVA in the 
1930s were followed by World War 
I]—the three factors making a lasting 
impact on a region that had long suf- 
fered the ignominy of being tagged 
the stepchild of the nation. 

As the diversification of industry 
brought new factories and wealth to 
the labor-rich, power-and-resources- 
strong south, the movement set the 
stage for the important role of adver- 
tising in the economy. 

Thus, in 1940, three men—C. K. 
Liller, W. W. Neal and J. L. Battle, 
all of whom were working for the 
same Atlanta agency — decided to 
band together in the formation of the 
agency which bears their name. 

The new agency opened its doors 
with four people and two accounts. 
Today it has a staff of 52 persons and 
28 accounts. Fourteen of its present 
clients have used or are using tv, based 
on ideas and campaigns generated in 
the agency’s offices in the downtown 
Walton Building, where it occupies 
almost 9,000 square feet of space on 
two floors. 

Liller, Neal & Battle is one of more 
than 40 ad agencies in the “New 


York of the south,” a city of 900,000 
people in its metropolitan area. 

“We call ourselves ‘the follow- 
through agency,” says Mr. Neal. 
“We were the first southern agency 
to have handled a tv ad, placing it 
through wss-tv Atlanta in 1948, the 
year the station opened.” 

From that entry into tv less than 
10 years ago, the agency’s 1957 tv bill- 
ings amounted to “more than $1 mil- 
lion, a 12-per-cent increase in this 
category over 1956,” according to Mr. 
Neal. “And we expect to show at least 
the same increase in tv billings for 
1958,” he predicts. 

LNB’s total billings since 1950 have 
more than doubled, and while the 
percentage of the total in radio and 
tv billings has declined slightly in re- 
lation to the total since 1950 (from 
35.76 per cent to 32.34 per cent in 
1957), the dollar value of the bill- 
ings plainly has zoomed. 

The agency is proud of its sta- 
bility. In a business characterized by 
shifting change in accounts, LNB 
points to the fact that a third of its 
present clients have been served for 
15 years or more, four from 10 to 15 
years and six from five to 10 years. 
This does not imply rigidity—for 
each year since it was founded, from 
one to five new clients have been 
added to the account list. 

LNB also points to diversification 
in its accounts—the five largest ones 
represent slightly less than 50 per 
cent of the total billings. 

“We work in three broad areas,” 
states Mr. Neal, pointing to the fact 
that the agency maintains a New York 
office (headed by Helen Gordon, at 
595 Madison Ave.). “We service na- 
tional accounts, local-area clients and 


regional advertising for national 
clients.” 

LNB, which places 80 per cent of 
its tv billings in nine southern states, 
has grown with the growth of the 
medium. For example, in 1948 there 
was one tv station in Georgia—wss- 
tv. Today there are 10. 

LNB has faced problems. “We have 
had to contend with a low average 
income in the south,” Mr. Neal points 
out. “There has been a tremendous 
growth, but the average income is 
still below the national average. The 
average southern advertiser spends 
less than the average northern ad- 
vertiser, too. Nevertheless, the south 
has become much more advertising- 
conscious.” 

The growth of the agency business, 
one criterion, has been “terrific,” says 
Mr. Neal. When he entered the busi- 
ness in 1929, “all the Atlanta agen- 
cies combined had less than $2 mil- 
lion in billings. In 1957 Atlanta agen- 
cies have handled than $15 
million.” 

LNB finds that perishable products 


—such as potato chips—are easier to 


more 


sell regionally than nationally. It has 
done a big coffee business regionally, 
too. 

While large areas of Georgia are 
considered non-metropolitan, LNB 
makes no special attempt to devise 
tv commercials to appeal to a rural 
audience. 

“We know that the set 
rural areas is lower, but increasing 
rapidly,” Mr Neal says. “But 
though we do not angle commercials 
to rural areas—and half of wss-Tv’s 
coverage, for example, is in rural or 
small-town areas—we find that a plus- 


count in 


even 


(Continued on page 68) 
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Do you like 
the new 
programs? 
























































Public seems evenly 
divided on whether 
new shows are better 


than the older ones 


ew York viewers have picked their 
favorites among the season’s 40 
new nighttime shows. 

In a special survey of 500 men and 
500 women for Tv AGE, The Pulse, 
Inc., ranks the new network entries 
according to likes and dislikes. 

The top 10 reflect variety taste. 
Type of show includes western, mys- 
tery, singing personalities, comedy, 
melodrama and situation comedy. 

The number-one favorite, flying in 
the face of the blazing prairie entries, 
is NBC-TV’s Friday-night The Thin 
Man. Seventy-six per cent of the 
sample said they liked very much the 
Peter Lawford-Phyllis Kirk whimsy 
and mystery. Gisele McKenzie, the Hit 
Parade ex, piped her way into second 
spot. Her Saturday-night show on 
NBC-TV was well liked by 72 per cent 
of the sample. 

In a dead heat for third, with 70 
per cent of the audience lined up, were 
CBS-TV’s Friday-night situation com- 
edy, Leave It to Beaver, and Maverick, 
ABC-TV’s rip-roaring Sunday-night 
hour. 

In fourth place is the man who last 
year did so dismally with a variety 
show. Walter Winchell has bailed out 
with his Wednesday-night ABC-TV 
segment, Walter Winchell File. A sub- 
stantial 66 per cent of the Pulse 
sample likes the show very much. 

The George Gobel-Eddie Fisher 
show, Tuesday night, NBC-TV, landed 
in fifth place with 65 per cent of the 
audience liking the comedian and 
singer very much. 

ABC-TV’s western with a mild adult 
hero, Sugarfoot, and NBC-TV’s Court 
of Last Resort captured 64 per cent 
of the audience to split the sixth spot. 
CBC-TV’s Bachelor Father was next 
with 63 per cent. 

A femme chirper rounds out the top 





10. Rosemary Clooney drew a “well 
liked” from 62 per cent of the audi- 
ence. 

At the other extreme of the popu- 
larity poll was the NBC-TV panel 
show slotted from 10 to 10:30 p. m. 
Saturday, What's 1t For? Apparently 
viewers haven’t got the answer. Only 
26 per cent of the audience said they 
liked it very much. Another 20 per 
cent definitely didn’t like the quizzer. 

Tombstone’ Territory, ABC-TV 
Wednesday, also seems to be appro- 
priately titled. Only 33 per cent of 
the audience likes the show very much, 
although 46 per cent likes it fairly 
well. 

Eve Arden on CBS-TV Tuesday was 
another low-rated show with the Pulse 
sample. She got a thumbs-up from 
only 39 per cent of the audience. An- 
other 42 per cent liked her fairly well. 

Still and all, more than 20 of the 
new entries hit better than 50 per cent 
of the audience for the high rating. 
Besides the top 10, there were the fol- 
lowing in the 50-per-cent-or-more 
league: Restless Gun, Alcoa-Goodyear 
Theatre, Wagon Train, Harbour 
Master, Zorro, Pat Boone, Trackdown, 
Frank Sinatra, Perry Mason, Dick and 
the Duchess, Club Oasis and Polly 
Bergen. 

Heading the list of shows that re- 
ceived a substantial thumbs-down was 
Assignment Foreign Legion. Twenty- 
seven per cent of the audience said they 
didn’t like it. Saber of London and 
Suspicion were also high on the black 
list. 

(Continued on page 69) 





QUESTION 1: What is your opin- 
ion of television programs you 
now watch compared with pro- 
grams presented during the past 
few years? Do you think this 
year’s programs are better, about 
the same, or not as good as those 
you watched in the past few 
years. 


# % 
This year’s are bettter 448 44.8 
About the same 449 44.9 
This years are 
not as good 103 10.3 
Total Respondents 1000 100 



























QUESTION 2: Here is a list of television programs that are new this season—that is, they've been shown for the first 






time in television sometime during the past two months. Which, if any, of these have you watched? In the case of 
ey , would you say that you “liked it very much,” “liked it fairly well,” “didn’t like it at all” or had “no 
opinion” regarding that program? 


Wednesday Tuesday Monday 


Thursday 


Friday 


Saturday 


Sunday 


Network & 

Program Channel 
Restless Gun NBC 4 
Guy Mitchell ABC 7 
Alcoa-Goodyear Theatre NBC 4 
Suspicion NBC 4 
Sugarfoot ABC 7 
George Gobel-Eddie Fisher Show NBC 4 
Eve Arden cBs 2 
The Californians NBC 4 
Assignment Foreign Legion cBs 2 
Wagon Train NBC 4 
Big Record cBs 2 
Tombstone Territory ABC 7 
Walter Winchell File ABC 7 
Harbourmaster cBs 2 
Zorro ABC 7 
The Real McCoys ABC 7 
Pat Boone ABC 7 
Oss ABC 7 
Lux Music Hall (Rosemary Clooney) NBc 4 
Leave it to Beaver cBs 2 
Saber of London NBC 4 
Trackdown cBs 2 
Court of Last Resort NBC 4 
Patrice Munsel ABC 7 
M Squad NBC 4 
Frank Sinatra ABC 7 
The Thin Man NBC 4 
Colt .45 ABC 7 
Perry Mason cBs 2 
Dick and the Duchess cBs 2 
Polly Bergen NBC 4 
Club Oasis NBC 4. 
Have Gun Will Travel cBs 2 
Gisele McKenzie NBC 4 
Playhouse of Mystery cBs 2 
What’s It For? NBC 4 
The Twentieth Century cBs 2 
Bachelor Father cBs 2 
Sally NBC 4 
Maverick ABC 7 


Time 
8:00- 8:30 pm 
8:00- 8:30 pm 
9:30-10:00 pm 
10:00-11:00 pm 


7:30- 8:30 pm 
8:00- 9:00 pm 
8:30- 9:00 pm 
10:00-10:30 pm 
10:30-11:00 pm 


7:30- 8:30 pm 
8:00- 9:00 pm 
8:30- 9:00 pm 
9:30-10:00 pm 


8:00- 8:30 pm 
8:00- 8:30 pm 
8:30- 9:00 pm 
9:00- 9:30 pm 
9:30-10:00 pm 
10:00-10:30 pm 


7:30- 8:00 pm 
7:30- 8:00 pm 
8:00- 8:30 pm 
8:00- 8:30 pm 
8:30- 9:00 pm 
9:00- 9:30 pm 
9:00- 9:30 pm 
9:30-10:00 pm 
10:00-10:30 pm 


7:30- 8:30 pm 
8:30- 9:00 pm 
9:00- 9:30 pm 
9:00- 9:30 pm 
9:30-10:00 pm 
9:30-10:00 pm 
10:30-11:00 pm 
10:00-10:30 pm 


6:30- 7:00 pm 
7:30- 8:00 pm 
7:30- 8:00 pm 
7:30- 8:00 pm 


% Like Very %o Like Fairly Yo Didn't 


Much 
55 
43 
50 
47 


65 
39 


ES 


70 
32 
52 


50 


60 
55 
49 
72 
4l 
26 


47 
63 
43 
70 


Vell 
30 
28 
39 
26 


19 
17 
42 


28 


33 
35 


13 


31 
26 


4l 
38 
27 


16 


34 
27 
32 
27 
28 
13 
33 


24 
28 
31 
29 
27 
17 
31 


32 
45 
16 


Like 
ll 
17 
10 
23 


14 
10 
27 


10 
18 
20 


14 
11 


13 


15 


18 


20 


16 


10 
10 
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Opinion 
4 
12 
1 
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(Advertisement) 


T.V. spot editor 


A column sponsored by one of the leading film producers in television 
SARRA 


NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 


It’s new “Instantized” . . . it’s easy to use . . . it’s a wholesome product for the entire 
family. This series of 60-second commercials for Pet Milk dramatizes these three points 
via live action and animation, with special echo effects. Here expert casting proves 
once again to be as important as technical skill in creating television that sells. Pro- 


duced by SARRA for the PET MILK COMPANY through GARDNER ADVERTISING 
COMPANY. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





This series of 60 and 20-second spots for Brading’s Ale puts a man in his element— 
before a hunting lodge fireplace, in a club locker room and at home working at his 
hobby—as he relaxes with his favorite ale. A new arrangement of the Brading’s Ale 
jingle, “Man, it’s mellow,” sparks the script and sells “Canada’s First Prize Ale.” 
Produced by SARRA for BRADING DIVISION, THE CARLING BREWERIES 
LTD. through THE F. H. HAYHURST CO. LIMITED. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





“Flavor so deep . . . you can feel it” is hammered home (with a velvet glove) in 
these 60, 20 and 8-second Salada Tea spots. This theme, plus Sarra’s forthright 
handling of simple, everyday situations, gives the series unusual sales impact. The 
excellence of Salada Tea is proven in an extreme close-up live action shot of the 
tearing open of an actual tea bag to illustrate the selling point of “no tea dust— 
no twigs—only costlier, hand-picked tea leaves”. Produced by SARRA for SALADA- 
SHIRRIFF-HORSEY INC. through SULLIVAN, STAUFFER, COLWELL & 
BAYLES, INC. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





VIDE-O-RIGINAL is a quality-controlled motion picture duplicate, made exclusively 
by Sarra as an additional service to Sarra clients. Produced in Sarra’s own photo- 
graphic laboratory, a VIDE-O-RIGINAL protects your TV commercial investment. 
No matter how many you order, each print has all the spark of a Sarra original 
because it’s custom made for maximum fidelity on the home TV screen. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 
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ROUNDUP OF NEWS 


Producers, Distributors 


SG’S FOREIGN EXPANSION 

The Screen Gems, Inc., European 
afhliate, Screen Gems, Ltd., is ex- 
panding its coverage of the Continent 
and enlarging its technical operations 
in London. The firm is opening an 
office in Paris and assigning to it 
George Blaug, a five-year man with 
the international division of the 
Screen Gems parent, Columbia Pic- 
tures, and Edward Libermann, who 
has been the Columbia representative 
in the French capital. Mr. Blaug will 
be touring Europe coordinating both 
sales and service activities, working 
with the resident managers of 
Columbia Pictures in various Euro- 
pean cities who also represent Screen 
Gems. In London, Isobelle Ibbott has 
been made traffic manager for the 
United Kingdom and the Continent 
and two new employes have been 
added to the branch’s technical staff. 
Meanwhile, in the U. S. the firm has 
begun distribution of a new group of 
112 features called Triple Crown. 
These consist of 52 films from the li- 
brary of Columbia Pictures, 52 from 
Universal - International and eight 
from last season’s Playhouse 90 shows 
filmed for the CBS Television pro- 
gram by Screen Gems. Triple Crown 
has already been sold to wepM Chi- 
cago, WANE-Tv Fort Wayne, WHCT- 
tv Hartford, wisH-tv Indianapolis, 
WFIL-TV Philadelphia, KuTV Salt Lake 
City, KFMB-TV San Diego and KRON-TV 
San Francisco. 


ZIV SERIES ACTION 

For the second year Carnation Milk 
Co. is picking up the Ziv Television 
Programs, Inc., half-hour series, Men 
of Annapolis, in 17 western markets 
for 52 weeks. The Ziv show is cur- 
rently in 192 markets. The firm is also 
beginning production on a new series 
called Bat Masterson, based on the 
real-life story of the famous gun- 
fighter and marshal of the 1870's and 


1880’s. The show is expected to be - 


ready for telecasting in the fall. This 
is one of the 10 series Ziv is planning 
on preparing for 1958. Ziv’s an- 


On Film 


a 


nounced production budget for the 
coming year will be $16 million, top- 
ping the 1957 figure of $12.5 mil- 
lion and exactly doubling what Ziv 
spent in 1956. 


LATEST A.A.P. SALES 

The sales force at Associated Art- 
ists Productions, Inc., closed out 1957 
with the following sales: Popeye to 
WFMY-TV Greensboro and _ KSIX-TV 
Corpus Christi, which also bought 
Warner Bros. Features; Horror-Mys- 
tery Features to wcsc-tv Charleston, 
5S. C. wtvy Miami, witi-tv Mil- 
waukee, wcau-Tv Philadelphia, which 
also bought the Sherlock Holmes Fea- 
tures, and KXLY-Tv Spokane; Gold 
Mine Library to waws-tv Albany, 
Ga., WCKT Miami, KOOL-Tv Phoenix 
and KPIx San Francisco. Johnny Ju- 
piter to WALB-TV Albany, Ga.; Warner 
Bros. Features to Midnight Sun 
Broadcasting Co. for Anchorage and 
Fairbanks, Alaska; Western Features 
to Kcov-tv Montgomery; Gabby 
Hayes to Kos-tv Albuquerque, Can- 
did Camera to KDKA-TV Pittsburgh, 
and the single feature, Devil Girl 
From Mars, to KTLA Los Angeles. 


NEW CBS-TV FILM A.E. 

Kenneth M. Flower has been made 
an account executive in the San 
Francisco office of CBS Television 
Film Sales, Inc. His territory will in- 
clude Salt Lake City and Denver. 
Mr. Flower is a graduate of the 
University of Southern California, 
where he played basketball and was 
selected on several All-American 
squads. He was in the guest-relations 
department at CBS in Los Angeles, 
and in the same city in the sports de- 
partment at KNXT and production at 
KHJ-Tv. Before going to his new post, 
Mr. Flower received an_ intensive 
training course at CBS Television’s 
home office in New York. 


NTA BOARD CHANGES 

National Telefilm Associates, Inc., 
announces two changes in its board 
of directors. Burt Kleiner of the in- 
vestment firm of Cantor, Fitzgerald 


& Co., Inc., 


and business executive 


William H. Hudson have been added 
to the board to replace B. Gerald 
Cantor and Jack M. Ostrow, who 
have resigned because of “conflicting 
interests.” The company also has ap- 
pointed Pete Rodgers as sales man- 
ager of its west-coast division. Mr. 
Rodgers came to NTA in 1955 as a 
sales executive. 


902 SPOTS IN NILES SERIES 

Fred A. Niles, president of Cross- 
Country Network, Inc., producers of 
the new half-hour series called Cross- 
Country announces that Charles 
Pfizer & Co. bought 902 spot an- 
nouncements over a period of 26 
weeks on 40 stations. The program 
begins the week of Jan. 27 and will 
be telecast during the noon hour, one 
day a week, Monday through Friday. 
There will be two Pfizer spots in each 
program in most of the markets. 
which are located in the following 15 
states: Arkansas, Illinois, Indiana. 
Iowa, Michigan, Minnesota, Missouri. 
Nebraska, New York, North Carolina 
North Dakota, Tennessee, South 
Dakota, Vermont and Wisconsin. Mr. 
Niles indicated that a second con- 
tract, currently in negotiation, should 
extend the market coverage of the 
show to 80. 


GROSS-KRASNE SALES 
Gross-Krasne, Inc., has sold its new 
adventure series, African Patrol, to 
two Storer stations, wyJw-tv Cleve- 
land and waca-Tv Atlanta, and to 
General Teleradio’s CKLW-Tv Detroit. 
The Storer sale calls for 39 first runs 
and 39 reruns to start on or before 
Oct. 1, 1958. The Teleradio transac- 
tion is for three complete runs of 39 
episodes, also to get going on or be- 
fore Oct. 1, 1958. Gross-Krasne reports 
that currently 27 of the first 39 epi- 
sodes have already been completed. 


Suppliers, Services 


NTFC OFFICER SLATE 
The following slate of officers of 
the National Television Film Council 
has been nominated for 1958 and is 
to be passed on by the membership: 
president, Robert Gross (American 
Film Producers) ; executive vice pres- 
ident, William J. Reddick (W. J. 
German, Inc.); executive secretary, 
Bernie Haber (Batten, Barton, Dur- 
(Continued on page 48 
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Film (Continued jrom page 47) 


stine & Osborn, Inc.) ; general secre- 
tary, Sally Perle (Central Casting 
Corp.) ; treasurer, Lou Feldman, Du 
Art Laboratories. Also nominated as 
vice presidents were: production, Hal 
Seeger (Seeger Productions); distri- 
bution, Sydney A. Mayers (Guild 
Films) ; agencies, Don T. Widlund (J. 
Walter Thompson); television sta- 
tions, Edward Hamilton (American 
Broadcasting Co.) ; technical services, 
Ralph Kock (K & W Film Service), 
and membership, Joseph iT. 
Dougherty (E. I. du Pont de 
Nemours, Inc.). The list of directors 
includes: John J. Schneider (Lennen 
& Newell), Dr. Alfred N. Goldsmith 
(consulting engineer), E. P. Genock 
(Eastman Kodak Co.), Waldo Mayo 
(Mayo Video), Arche A. Mayers 
(Standard Television Corp.), Mar- 
shall G. Rothen (Kenyon & Eckhardt, 
Inc.), Dave O’Shea (Weed Televi- 
sion Corp.), Charles W. Carpenter 
(Technicolor Corp.), Donald Mack 
(Filmack Trailer Co.), Nicholas 


16/35mm Tiler and. 


Special Effects Kit 





For Top Professional Results! 


Produces widest range of titles, trick films, car- 
toons, animation, etc. Takes most types of movie 
cameras. Horizontal and vertical operation. Table 
adjustable north, east, south, west. ‘litle board size 
7%” x 9%” with tipping frame, overall dimensions 
40” x 15” x 12”, weight 40 Ibs. Complete with all 
accessories. 
¢ Twin lamps with reflectors for front and rear 
illumination. 
Title card frame, platens at top and bottom. 
Senenee scale for correct setting of camera 
lens. 
Running plus climbing title device for producing 
any number of title lines. Turntable for rotat- 
ing titles, small objects and many other pur- 
poses. 
MODEL TG MII, 16mm. 
See SOP EE, SOUR cos euctncccces 25 
MODEL TG IV, 16/35mm (illustrated) .. $325 
Write for brochure 





5.0.5. CINEMA SUPPLY CORP. 
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Farkas (Farkas Films, Inc.) and 
Peter Keane (Screen Gems, Inc.). 


MOVING DAY 
Gordon M. Day Productions, pro- 
ducer of commercials, has moved its 


New York offices to 15 W. 44th St. 


GAUGHAN WITH GALBREATH 

E. W. Gaughan has been made 
executive vice president and mem- 
ber of the board of directors of Gal- 
breath Pictures, Inc., Fort Wayne. 
Mr. Gaughan was associated with 
Westinghouse, then with Crosley- 
Avco Mfg. Co. as general sales man- 
ager for electronics. He next moved 
to Capehart-Farnsworth as vice pres- 
ident and general sales manager and 
for the past two years he was an in- 
dependent consultant in Fort Wayne 
in sales, distribution and marketing. 


Film Commercials 


AMERICAN FILM PRODUCERS 
Completed: Pharmaco, Inc. (Medigum, 
Chooz), DCS&S; Stella D’Oro Biscuit Co., 
Inc., Carlo Vinti; Esso Standard Oil Co. 


(Golden Esso extra), McCann-Erickson. 


In Production: Westinghouse Electric Corp., 
McCann-Erickson. 


SHAMUS CULHANE 
PRODUCTIONS, INC. 

Completed: Carling Brewing Co. Inc. (Red 
Cap Ale), McKim; Miles Laboratories, Inc. 
(Alka-Seltzer), Wade; Radio Corporation of 
America (RCA picture tube), Lefton; Blitz- 
Weinhard Co. (beer), J. J. Weiner; National 
Trust Bank, MacLaren; Bristol-Myers Co., 
CBS-Playhouse 90. 

In Production: Knomark Mfg. Co. (Esquire 
shoe polishes), Mogul; Quaker Oats Co. 
(puffed wheat & rice & sugar puffs), 
Wherry Baker & Tilden; U. S. Air Force, 
EWR&R; Alberto-Culver Co. (Silken Rinse, 
VO-5), Wade. 


DYNAMIC FILMS, INC. 


In Production: 
direct. 


Boys Clubs of America, 


ELEKTRA FILM 
PRODUCTIONS, INC. 


Completed: General Motors Corp. (Cars, 
Institutional), MacManus, John & Adams; 
American Tobacco Co. (Hit Parade & 
Lucky Strike cigarettes), BBDO; New York 
Telephone Co. (Yellow Pages), BBDO; 
J. A. Folger & Co. (coffee), C&W. 

In Production: Hills Bros. Coffee, Inc. 
(Instant coffee), Ayer; Colgate-Palmolive 
Co. (Fab), Bates; Colgate-Palmolive Co. 
(Vel), L&N; G. H. P. Co., Inc. div. of Con- 
solidated Cigars Corp. (El Producto cigars), 
Compton; U. S. Steel Corp., BBDO. 





Animation and Special 
Effects Camera Stand 


TEL-Animastand 


Embodies features of 
photo enlarger, movie 
camera, micrometer and 
railroad roundhouse. 
Optical- effects such as q 
pans, angles, zooms, 4| 
quick closeups and every ; 
variation for trick 
photography is easily 
produced i 














with TEL- 
Animastand. 





A camera fitted 
to a moveable 
counterbalanced 
vertical carriage 
photographs the 
art work. Takes 
even the heavi- 
est 16mm _ or 
35mm camera 
(Acme with stop 
motion motor il- 
lustrated). 





All basic move- 
ments associated 
with high priced 
stands are in- 
corporated. Ac- 
curacy is assured 
through precise 
registration of 
artwork. Includes 
four Veeder Root 
counters which 
calibrate 18” north/south movement 24” east/west 
travel. ard zoom movements to the Art Table or Cel 
Board. Basic Unit. ONLY $2995 


Write for brochure 


TEL-Animastand with 
TEL-Anima sliding cell 
board, rotated at 45° 





$.0.8. Junior Tripod 


For Top Performance 





For all types of medium weight cameras 


Outside, knurled camera tightening knob 
with angle gears @ Telescoping, offset tri- 
pod handle with second handle position © 
Positive pan and tilt locks, with large tighten- 
ing levers @ Detachable, precision machined 
friction plate @ One-piece leg locking knobs 
for quick adjustments, even tension @ Alu- 
minum leg supports with leg rest ledge 
aluminum leg bearings @ Extra smooth fric- 
tion head—guaranteed for 5 years @ Sea- 
soned, solid hardwood legs, oil treated and 
polished—will not stick. 


ONLY $14 5 csturay Fibre Carrying Case $18) 


Write for brochure 


Dept. N, 602 WEST 52nd St., NEW YORK 19, N.Y.—Phone: PL 7-0440. Cable: Sosound 
Western Branch: 6331 Hollywood Boulevard, Hollywood 28. Calif. — Phone: HO 7-2124 




















HANKINSON STUDIO, INC. 


Completed: National Biscuit Co. (pretzels 
& pretzel sticks), McCann-Erickson; Sun- 
shine Biscuit Co. (Hydrox cookies), C&W. 
In Production: Continental Oil Co. (Conoco 
Royal), B&B; American Cyanamid Co. 
(Aureomycin), C&W; Chase Manhattan 
Bank (savings account), C&W. 


KEITZ & HERNDON 


Completed: Dr. Pepper Co. (soft drink), 
Grant; American Liberty Oil Co. (Pan- 
handle & Amilico gasoline), Taylor Nors- 
worthy; Standard Oil Co. (gasoline), 
D'Arcy. 

In Production: O. A. Sutton Corp. (Vor- 
nado air conditioners), Lago & Whitehead; 
Mishawaka Rubber & Wool Co. (Dura- Kool 
shoes), Campbell-Mithun. 


ROBERT LAWRENCE 
PRODUCTIONS, INC. 


Completed: Prudential Insurance Co., Reach, 
McClinton; Imperial Tobacco Co. (Matinee 
cigarettes), Cockfield, Brown; Food Manu- 
facturers, Inc. (M&M candies) , Bates; Good- 
year Tire & Rubber Co. (Neolite) , Compton; 
Aluminum Co. of America (Alcoa), F&S&R; 
Marcal Paper Mills, Inc. (household paper 
roducts), Ried] & Friede; Sterling Drug, 
c. (Fizrin) , Compton; General Foods Corp, 
(Siesta), Bates; Helene Curtis Industries, 
Inc. (Kings Men), Edward H. Weiss; Na- 
tional Dairy Products Corp. (Sealtest), Ayer; 
Lehn & Fink Products Corp. (Tussy), Grey; 
Taylor-Reed Corp. (Q. T. Frosting), Hicks 
& Greist; Sterling Drug, Inc. (Bayer As- 
pirin), D-F-S; New York Life Insurance Co., 
Compton. 
In Production: B. C. Remedy Co. (headache 
remedy), Ayer; R. J. Reynolds Tobacco Co. 
(Winston cigarettes), Esty; Prudential In- 
surance Co., Reach, McClinton; Whitehall 
Pharmacal Co. (Hoppers). Bates; American 
Can Co. (Canco), Compton; American To- 
bacco Co. (Pall Mall), SSC&B; Bristol- 
Myers Co. (Trushay), BBDO; Old Dutch 
Coffee Co., Inc. (coffee), Lynn Baker; 
Columbia Tobacco Co., Inc., (DuMaurier 
cigarettes), Vickers & Benson; Johnson & 
Johnson (band aids), Y&R; Goodyear Tire 
& Rubber Co. (Christmas Greenting), Y&R; 
Reynolds Metals Co. (Reynolds aluminum), 
Clinton E. Frank; Ex-Lax, Inc. (Ex-Lax), 
Warwick & Legler; Hood Rubber Co. Div. 
of B.F. Goodrich Co. (P. F. Flyers), 
McCann-Erickson. 


RAY PATIN PRODUCTIONS, 
INC. 


In Production: Kellogg Co. (Sugar Pops), 
Burnett; General Foods Corp. (Jell-O), 
Y&R. 


PLAYHOUSE PICTURES 


Completed: Falstaff Brewing Corp. (beer). 
D-F-S; Big Boy (food products), direct; 
Ideal Baking Co. (bread), Wm. A. Finn; 
San Francisco Brewing Corp. (Burgermeister 
beer), BBDO; Ford Motor Co. (1958 Ford 
cars), JWT; U. S. Navy Dept. (recruiting), 
direct. 


HAL ROACH STUDIOS 


Completed: Bulova Watch Co. (watches), 
McCann-Erickson; General Motors Corp. 
(1958 cars), Kudner; Mars, Inc. (candy). 


Knox Reeves, Nestle Co., Inc. (Nescafe), 


Houston. 
In Production: California & Hawaiian Sugar 
Refining Company, Ltd. (C&H sugar), 
Honig-Cooper; Lambert Pharmacal Co. Can- 
ada (Listerine), F. H. Hayhurst; SC. 
Johnson & Son, Inc. (Klear wax), FC&B; 
Procter & Gamble Co. (Clorox) Honig- 
Cooper. 

(Continued on page 52) 
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Advertising Council * Benton & Bowles Gisele MacKenzie Show * B & B — J. W. T. 


— ik Nie 


ANIMATION INC., New York ACADEMY PICTURES, Hollywood 


American Tobacco-Lucky Strike BBDO Molson’s Brewery Cockfield, Brown & Co. 


PELICAN FILMS, INC., New York SARRA, Now York 


Block Drug Co.-Nytol + 5.5.86. Socony Mobil +» Compton Advertising 


VIDICAM PICTURES CORP., New York CARAVEL FILMS, INC., New York 


Ford Motor Co. © J. Walter Thompson | Sperry & Hutchinson Co. + S.5.C&B. 


PLAYHOUSE PICTURES, Hollywood 
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FIRST COMES PLANNING — 


Television is a vital, dynamic influence in the lives of Americans. The influ- 
ence runs two ways... and television is subject to the never-ending change 
in American moods. Awareness of these moods is the prime essential of 
success. At KFJZ-TV, awareness is the measure of its success... and the 
distinguishing characteristic of its youthful, experienced executives. The 
careful, forceful, intelligent planning of these men has helped KFJZ-TV 
become the foremost independent in the U. S., and a dominant medium in 


the four-station Dallas/Fort Worth market. 


AFJZ-TV 


Joe Evans, National Sales Manager 


—- 
Ask BLAIR-TV 
Rented 















OPTIMISTIC VIEW. The year-end 
reviews, roundups and prognostica- 
tions which have been coming out of 
Washington recently paint a bright 
picture for television in 1958. Par- 
ticularly optimistic is an appraisal by 
the National Association of Broad- 
casters (now back to its old name) 
which estimates the total advertising 
outlay for 1957 at $1.284,000,000 
(up six percent from 1956) and fore- 
casts “expanded growth” during the 
next 10 years. 

Drawing on industry statistics, the 
NAB finds that public acceptance of 
television continues on the upgrade. 
It points out that viewing increased 
last year from 15 percent to 30 per- 
cent at various periods of the day, 
with the largest gain between noon 
and 3 p.m. on weekdays. It also notes 
that average viewing per set per 
average week rose to 41 hours and 
37 minutes, which means that the 
average viewer spent nearly 
hours more a week watching tv last 
year than he spent in 1956. Finally, 
NAB observes that the number of 
homes viewing tv in an average week 
reached more than 38 million last 
year, as against 34 million in 1956. 

NAB finds particularly heartening a 
report by Dr. Paul Witty of North- 


three 


western University to the American 
Association for the Advancement of » 


Science. Dr. Witty found “a marked 
change” in the attitude of many par- 
ents and teachers toward tv. “At first,” 
he reported, “large numbers were 
skeptical concerning any desirable out- 
come from tv. Today. more parents 
and teachers accept televiewing as a 
part of our design of living. They 
cite problems less frequently and in- 
dicate that many children actually ap- 
pear to read more because of interests 
awakened by tv offerings.” 


ADVERTISING UP. NAB’s estimate 
on the tv advertising outlay breaks 
down as follows: network advertising, 
up 4.5 percent from 1956; national 
and regional spot, up 10 percent; local 
advertising, up 5 per cent. 

While the competition between net- 
works benefits viewers by stimulating 


Washington Memo 


activity on the entertainment program 
front, as the NAB report declares, 
television’s greatest impact is being 
felt through its coverage of the dra- 
matic developments taking place in 
the world today. The association’s 
Harold Fellows points to “the bril- 
liant coverage and analysis” of the 
launching of the Russian satellites 
and finds that public-service program- 
ming proved for many viewers “the 
most exciting aspect of television dur- 
ing the past year.” 

Mr. Fellows might have gone fur- 
ther and said that world developments 
will have a greater impact on tv 
viewing this year than last. For it 
needs no clairvoyance to prophesy 
that 1958 will produce more big news 
than 1957. Indeed, it is quite pos- 
sible that this will be the “crucial” 
year of the present decade, if not of 
the century. Important news will come 
out of Washington—from Congress, 
the White House and the military. The 
Russians will doubtless put 
Sputniks into orbit and might well 
send a rocket to the moon. Other de- 
velopments may come in the Middle 
East, in Asia and Europe—possibly as 
the result of the impact of Soviet 


more 


scientific advances. 

All in all, it looks sure to be a 
momentous year which television will 
be called upon to report and inter- 
pret. If for no other reason, these 
developments will attract the viewer as 
never before and provide the medium 
with its largest audience yet. 


EIA ESTIMATES. Although not di- 
rectly concerned with audience or 
time sales, the Electronic Industries 
Association (formerly the Radio-Elec- 
tronics-Tv Manufacturers Association) 
also is optimistic on television in 1958. 
Dr. W. R. G. Baker, EIA president, 
expects the manufacturing industry to 
turn out seven million sets this year, 
which would be about one-half million 
more than it produced in 1957. 
With 47 million receivers now in 
use, according to EIA, Dr. Baker esti- 
mates that the replacement market 
alone will absorb from three million 


(Continued on page 69) 











































































SUCCESS 


If you are interested in how different types of advertisers have used 
television successfully you are interested in the TELEVISION AGE series 


of Product Group Success Stories. 


Each article takes up a different kind of advertiser, goes into his 
advertising problems, then tells how these problems have been 
answered through television. Each case history is factual and com- 


plete. Each article includes dozens of actual television success stories. 


Reprints are available at 25c each, 20c in lots of 10 or more. Just 
fill out the coupon below. 


Reader’s Service 


Television Age 


444 Madison Avenue, New York 22, N. Y. 


Please send me reprints of the Product Group Success Stories: 


Number of copies Number of copies 
Bakeries & Bakery Products 
Dairies & Dairy Products 
Banks & Savings Institutions 
Dry Cleaners & Laundries 
Groceries & Supermarkets 
Furniture & Home Furnishings 
Home Building & Real Estate 
Jewerly Stores & Manufacturers 
Nurseries, Seed & Feed 
Hardware & Building Supplies 
Soft Drink Distributors 
Travel, Hotels & Resorts 
Sporting Goods & Toys 
Drugs & Remedies 
Gasoline & Oil 
Shoe Stores & Manufacturers 


Farm Implements & Machinery 








Electric Power Companies 
Gas Companies 





Teleph Companies 
Insurance Companies 

Coffee Distributors 

Men’s Clothing Stores 

Cough & Cold Remedies 
Electrical Appliances 

Beer & Ale 

Department Stores 

Restaurants & Cafeterias 
Moving & Storage 

Television & Radio Receivers 
C tics & Beauty Preparations 
Weight Control 

Auto Dealers 

Women’s Specialty Shops 





PETE EEE 


PLETE TET ETT 

















Name Position 
Company 

Address 

City Zone State 

CO I enclose payment O Bill me 


(0 Please enter my subscription for TELEVISION AGE for one year at $7. As a 
premium I will receive a copy of the Source Book of Success Stories 
which includes the first 15 of the above Product Groups. 
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Film (Continued from page 49) 


SOUND MASTERS, INC. 


Completed: P. Lorillard Co. (Kent cigar- 
ettes), L&N; Procter & Gamble Co. (Spic 
& Span), Y&R; Borden Co. (Instant coffee), 
DCS&s. 

In Production: National Biscuit Co. (Milk- 
Bone), K&E; P. Lorillard Co. (Kent ciga- 
rettes), L&N; Borden Co. (Instant coffee), 
DCS&S. 


BILL STURM STUDIOS, INC. 


Completed: Radio Corporation of America 
(Whirlpool) , K&E; Ronson Corp. (lighters) , 
NC&K; MGM (Raintree County), Donahue 
& Coe; Herald Tribune (Tangle Towns) 
Donahue & Coe; Philadelphia Inquirer, 
direct; Glamur Products, Inc. (Easy Glam- 
ur), Grey; Lambert Pharmacal Co. Div. 
Lambert Co. (Listerine), Lambert & Feasley 
Coca-Cola Co. (Coca-Cola), McCann-Erick- 
son. 

In Production: Niagara Mohawk Corp., 
BBDO; Association of Apple Growers (Mc- 
Intosh Apples), Hoyt; Food Manufacturers 
Inc. (M&M candies Uncle Ben’s rice), 
Bates; Speidel Co. (watch-bands, identifica- 
tion bracelets) NC&K; MGM (Les Girls, 
Jailhouse Rock, Invisible Boy, Don’t Go 
Near The Water), Donahue & Coe; Radio 
Corporation of America (Whirlpool), K&E; 
National Biscuit Co. (Milkbone), K&E. 


UNIVERSAL PICTURES CO. TV 


Completed: Colgate-Palmolive Co. (Lustre 
Creme), L&N; Schick, Inc. (shavers) B&B; 
Coca-Cola Co. (Coke), McCann-Erickson; 
Ford Motor Co. (1958 cars), JWT; DeSoto 
Div. Chrysler Corp. (1958 DeSoto cars), 
BBDO; U. S. Army (recruiting), D-F-S; 
Philip Morris & Co. (Marlboro), Burnett; 
Plymouth Motor Corp. Div. Chrysler Corp. 
(1958 Plymouth cars) Grant; S. C. John- 
son & Son, Inc. (Glade & Jubilee), B&B; 
Beechnut Packing Co. (baby food), Y&R; 
Lever Bros. Co. (Lux), JWT; Procter & 
Gamble Co. (Camay, Joy, Lava), Burnett; 
E. I. DuPont de Nemours & Co. (various 
products), BBDO; Liggett & Myers Tobacco 
Co. (Oasis), McCann-Erickson; Kellogg Co. 
(Rice Crispies) Burnett: American Tobacco 
Co. (Hit Parade), BBDO; Dodge Div. 
Chrysler Corp. (Dodge cars), Grant; Pepsi- 
Cola Co. (Pepsi), K&E; Philip Morris & 
Co. (Parliament), B&B; Continental Oil Co. 
(Conoco gasoline & oil), B&B; Minnesota 
Mining & Mfg. Co. (Scotch Tape) BBDO. 
In Production: San Francisco Brewing Corp. 
(Burgermeister beer) , BBDO; General Foods 
Corp. (Post Sugar Crisp), B&B; American 
Products (various) Burnett; Mytinger & 
Casselberry, Inc. (Nutrilite bread), JWT: 
Ford Motor Co. (Ford cars), JWT; Chev- 
rolet Motor Div. General Motors Corp. 
(Chevrolet cars), JWT; Kellogg Co. (Corn 
Flakes), Burnett; Dow Chemical Co. (in- 
dustrial film), direct; Coca-Cola Co. (Coke) 
McCann-Erickson; E. I. DuPont de Nem- 
ours & Co. (winter group), BBDO; Crown 
Zellerbach Corp. (Chiffon tissue), C&W; 
Safeway Stores, Inc. (Lucerne milk), JWT; 
Philip Morris & Co., Ayer: Hills Bros. 
Coffee, Inc. (coffee), Ayer; Plymouth Mo- 
tor Corp., DeSoto, Dodge Divs. Chrysler 
Corp. (Dodge, DeSoto, Plymouth, Chrysler 
& Imperial cars), McCann-Erickson; Douglas 
Aircraft (industrial film), direct. 


WILDING PICTURE 
PRODUCTIONS, INC. 

Completed: Aluminum Co. of America (AI- 
coa), F&S&R; J. A. Folger & Co. (coffee), 
C&W; Kaiser Aluminum & Chemical Sales, 
Inc., Y&R; Community Fund, FC&B. 




























EASTMAN AND TAPE. One of 
the Big Board blue-chip stocks—East- 
man Kodak Co.—is a semi-mystery to 
some of the far-sighted tv analysts in 
the Street because it seems to have 
stood aside on the most dramatic de- 
velopment in the industry—magnetic 
tape. 

Eastman has given no public in- 
dication of activity in this field, al- 
though the announcements of some of 
the enthusiastic supporters of magnetic 
tape have indicated this product will 
eventually sweep all tv before it as it 
advances. Thus Eastman, with the 
biggest stake in the use of film for 
television, would seem to be neglecting 
its own best interests by not jumping 
into magnetic-tape production. 

Actually, the big film-maker does 
produce magnetic tape—in France 
and strictly for audio use, not video. 
It has no plans, however, to expand 
or modify its French tape output into 
use for tv. In Eastman’s eyes, mag- 
netic tape is in its infancy, and is 
still far from performing the job that 
film does. To Eastman, magnetic tape 
records electrical inpulses put into the 
tv system and is of primary use in 
recording live shows. But film is still 
superior, and will continue so for 
some time—in Eastman’s thinking— 
for producing shows that are put into 
syndication. 


SLIGHT DIP IN FILM. To date there 
has been only a slight decline in East- 
man’s sales of professional motion- 
picture film, either as a result of 
magnetic tape or the decline in the 
motion-picture film business. Holly- 
wood’s use of film has dropped, of 
course, as the number of theatres has 
dropped and output of feature-length 
film declined. But the increase in tv 
film use has more than offset that dip. 
In 1955 Eastman’s sales to professional 
film users was at its peak of $82 mil- 
lion, representing 12 per cent of the 
corporation’s total volume of $714 mil- 
lion. In 1956 that volume dropped to 
$79 million, or 11 per cent of the 
higher $761-million volume. In 1957 
the film sales climbed back over the 





Wall Street Report 


$80-million mark, although as a per- 
centage of total 1957 sales it probably 
declined, since Eastman’s diversifica- 
tion has brought it into many new 
booming fields. 

Eastman’s only serious competition 
in the film field for Hollywood and tv 
seems to be du Pont and General Ani- 
line. Du Pont produces a strong black- 
and-white film, under the Kronar name, 
which is highly regarded, since it is 
a rugged, high-tensile strength ma- 
terial that stands up under the beating 
tv and Hollywood distribution give 
to a film. 

However, Du Pont does not pro- 
duce a color film, though it has been 
working on this problem for some 
time and is expected to bring out 
tinted film sooner or later. General 
Aniline, on the other hand, makes only 
a color film for commercial use but 
no black-and-white film for Hollywood. 


CELLULOSE PRODUCER. Although 
most of the public thinks of Eastman 
in terms of photography—amateur 
and professional—the fact is that sales 
from cellulose products and _ plastics, 
chemicals and military items accounted 
for over 33 per cent of its total volume 
in 1956 and an even higher percentage 
in 1957. Its Tennessee division, pro- 
ducing textile fibers (Estron and 
Chromspun) which are among the 
best-known in the textile industry, has 
in the last few years become one of 
the major suppliers of cellulose to the 
cigarette industry, which, as any tv 
viewer knows, has gone mad in its 
promotion of cellulose-stuffed filter 
cigarettes. 

The Tennessee Eastman division is 
also one of the leading acetate dye 
producers. Recently the company also 
expanded into the petrochemical busi- 
ness in order to assure a large supply 
of synthetic alcohol. Result: Eastman 
now ranks as the third largest chemi- 
cal company, selling 80 per cent of its 
chemical output in the open market 
and 20 per cent direct to Eastman. 

However, the growth of the chemical 
business and the demand of Hollywood 
and the tv industry, while important 






and integral parts of Eastman’s oper- 
ations, do not lessen the fact that the 
photographer, amateur and 
sional, is still the top customer for 
the company’s products. 

Amateur photographers accounted 
for over 29 per cent of total 1956 
volume, or $223 million, while pro- 
fessionals supplied 27 per cent or $209 
million. The dynamic factors in the 
amateur market are the growth in 
population and the shift to color. Color 
film retails for approximately three 
times the cost of black-and-white film, 
and the rate of still photography is 
steadily climbing. It’s estimated that 
amateur photography is carried on by 
at least one member in 50 per cent of 


profes- 


the nation’s families. 


POLAROID TIE-IN. The announce- 
ment by Polaroid Corp. last month 
that it has licked the problem of in- 
stantaneous reproduction of color film 
is expected to give the whole color- 
film field a tremendous stimulation. 
Since Eastman Kodak supplies the 
specially processed film to Polaroid, 
the benefits to the Rochester producer 
are multiplied. Not only can its own 
camera and film sales be expected to 
soar, but its supplies to Polaroid also 
should jump substantially. 

From an_ investor's standpoint, 
Eastman is in an extremely strong 
position. It has been increasing its 
sales at the average rate of seven per 

(Continued on page 69) 
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Report (Continued from page 39) 


nated for the quarter was off and the 
total for the nine-month period came 
to only $87,966 as compared with 
$119,071 for this same category a 
year earlier. 

Next larger stations (those with 
Class A hourly rates between $251 
and $500) also showed fewer an- 
nouncements and a decline in value 
of these announcements as well as a 
drop in number and value of pro- 
grams. While the total donated dur- 
ing the quarter was off, the sum of 
the nine-month period was higher than 
the same nine months in 1956. 

Stations with Class A hourly rates 
between $501 and $900 averaged more 
announcements and ID’s in the third 
quarter, with a much higher cash 
value, than in either of the earlier 
quarters. The number of programs 
was up slightly but the hours taken 
up by these programs was down as 
was the value of the time. Total do- 
nated for the quarter showed a gain, 
as did the total for the nine-month 
period in 1957 which came to $353,272 
as compared with $298,407 for the 
same period in 1956. 

Larger stations (with Class A rates 
between $901 and $1,500) reported 
about the same number of announce- 
ments as in the previous quarter but 
the value showed a gain. Fewer pro- 
grams were presented and the value 
of these programs was off sharply. 
While total donated during the quar- 
ter was off from the total for the 
three months just preceding, the sum 
for the nine-month period was well 
above the same nine months in 1956. 

Largest stations (with Class A 
hourly rates of $1501 and more) 
showed a distinct gain in number of 
announcements and a large increase 
in value. There was also a gain in 
number of programs in this category 
and a corresponding jump in their 
value. 

Throughout the list the quarterly 
report shows considerable fluctuation 
between periods and also between 
sizes of stations. This is not surprising 
since demands for public-service time 
fluctuate with local conditions and the 
amount of time that can be made 
available must be influenced to some 
extent by total demands. 
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Public-Service Pygmalion 

Not content with merely “meeting” its public-service responsibil- 
ities, KNXT Los Angeles has, in the station’s own words, “pygmalioned 
an unfortunate relative into the most respected member of its tele- 
vision programming family.” Since developing a “new philosophy” 
about public-affairs programming four years ago—a concept that 
comprises a melding of “responsibility” and “creativity”—KNxT has 
made public service its prestige commodity, treating it as basic pro- 
gramming and pouring as much time, energy and money as it invests 
in commercial programs into what it claims to be an “unprecedented” 
number of live and filmed public-affairs series. 

A prime example is the station’s Focus on Sanity series of 1957. 
Producer William R. Whitley and writer-director Ken Rosen worked 
for 15 weeks and a camera-sound crew traveled the breadth and length 
of California for more than a month filming the series, aired each 
week in prime time and acclaimed as a major treatment of the national 
mental-health problem. 

Also during 1957 the CBS-owned-and-operated station ran a series 
of 20 half-hour live programs titled Journey. This skein utilized the 
west coast’s outstanding authorities on philosophy, music, literature, 
art, science and our culture. Other spotlighted KNxT public-service 
shows have been Light of Faith, the U. S. Marine Corps’ Dress Blues, 
Your Income Tax, This Is The Answer, Man to Man, We Believe and 


Mr. Fix-lt’s Adventures. 





More than a hundred awards, better than 40 of them of major im- 
portance, attest the success of KNXT’s high-minded attitude toward its 
public-service programming responsibilities. 








Program (Continued from page 41) 


experimenting with and improving its 
public service programs. One of its 
latest major ventures is a combination 
of math and marionettes in an educa- 
tional film series, Adventures in Num- 
ber and Space. 

The series stars Bil Baird and his 
marionettes and is prepared with the 
cooperation of the Department of 
Mathematics, Teachers College, Colum- 
bia University. Prof. Howard F. Fehr, 
head of the Mathematics Department 
of Teachers College and president of 
the American Council of Teachers of 
Mathematics, served as consultant for 
the program, and collaborated on the 
scripts with Baird. 

Has Adult Appeal 

The program is basically aimed at a 
junior high school level but has an 
adult appeal as well. It goes beyond the 
traditional study of arithmetic and 
deals with more advanced subjects in- 
cluding algebra, trigonometry and 
geometry. The nine half-hour films 
started running on the Westinghouse 


stations, WBZ-TV Boston, WJz-TV Balti- 
more, KDKA-TV Pittsburgh, KYW-TV 
Cleveland and Kprx San Francisco, in 
November. 

In addition to the WBC stations the 
program is appearing on WABD New 
York and after the run is completed 
on these stations will be available free 
of charge for use on educational tv 
stations and for classroom use through- 
out the nation. 

Westinghouse’s interest in an educa- 
tional program on mathematics stems 
from the feeling that the nation needs 
more scientific experts and a mathemat- 
ical background is essential to these 
skills. “Adventures in Number and 
Space has been planned as part of 
WBC’s continuing campaign to help 
our nation turn out more scientists, 
mathematicians and engineers,” Donald 
H. McGannon, president, says. “If 
America is to have as many scientists 
in the future as our national needs re- 
quire, then we've got to start now. 
We've got to reach the children first, 
for without a solid foundation in 
mathematics they can’t even begin to 














take up careers in science.” Plans for 
the series were completed and the first 
films made before the launching of 
the first sputnik. 

Individual station public 
programs continued on commercial 
outlets in all parts of the country. A 
few of the new programs during the 
last quarter include: 


service 


At KFDM-Tv-AM Beaumont a one-day 
seminar on the use of public service 
time was conducted by C. B. Locke, 
executive vice president and general 
manager. Station personnel conducted 
demonstrations of production tech- 
niques. The adaptability of broadcast 
media to the needs of public service 
organizations was discussed. A booklet, 
Radio-Tv Tips, was distributed to the 
more than fifty local representatives of 
philanthropic, educational, welfare and 
civic groups who attended the meeting. 

In Cleveland Kyw-Tv made up a 
special series of traffic safety film an- 
nouncements in connection with back- 
to-school week. The one-minute an- 
nouncements showed children many of 
the actual hazards which they should 
avoid in going back and forth to school. 

More than 1,200 feet of film was 
shot under the direction of Rou de 
Gravelles. Ralph Mayer did the actual 
shooting and editing. Real people in 
actual traffic situations illustrated the 
points made by the film. 

WBAL-TV Baltimore featured a special 
program explaining the ways that high 
schools are meeting the needs of youth 
in a panel discussion between Dr. John 
H. Fischer, superintendent of Public 
Instruction for Baltimore, Arnold 
Wilkes, wBaL-Tv director of public af- 
fairs and education, and two students 
from the student body of Baltimore 
Polytechnic Institute and Douglas High 
School of Baltimore. Called Let’s Look 
at the High Schools the program was 
telecast on a Sunday in the prime 
6:30-7 p.m. time. 

Another Baltimore station, wJz-Tv, 
announced a full schedule of public 
service programs for the fall and winter 
seasons including a Sunday slate made 
up of the long established Johns Hop- 
kins File 7, which appears on the ABC- 
TV network each Sunday afternoon; 
Sunday at the Zoo, a 5 p.m. Sunday 
afternoon show featuring zoo director 
Arthur Watson and his animal charges 
and To Promote Good Will, a panel 


type show in which teen-age partici- 
pants question a guest each Sunday 
from 4:30 to 5 p.m. The guests are 
selected from the three major faiths. 

wnBc-Tv in West Hartford, con- 
ducted a highly successful 17-hour 
telethon in the interests of the Connecti- 
cut for Mental Health. 
Jack Barry, quizmaster on Twenty-One, 
Tic Tac Dough and High Low, was 
master of ceremonies. Headline enter- 
tainers from television and the theatre 
took part. 


Association 


Documentary 


In Indianapolis wisH-Tv’s news de- 
partment made a filmed documentary 
of the outstanding job done by Greens- 
burg, Indiana, in building a $3.5 mil- 
lion school system without federal or 
state aid. Added to this was a new water 
and sewage plant which was built by 
the municipal corporation. Altogether 
there were five school buildings, a 
water plant and a sewage plant, all con- 
structed without outside aid or with- 
out a boost in tax rate, a story which 
news director Vince Leonard, and film 
director Steve Pefley, of the station 
spotted as worthy of the public interest 
film story. After the film ran on wIsH- 
TV a member of the President’s cabinet, 
several senators and many educators 
from all parts of the country visited 
the new school to get more details on 
the undertaking. Television station 
WISH-TV was cited by the Chamber of 
Commerce and mayor of Greensburg 
for the “magnificent job” done on the 
special film. 

In Detroit WJBK-TV is offering regular 
University of Detroit credit courses 
five days a week. Starting Jan. 6 the 
station will offer Introductory Psy- 
chology, a course taught by Dr. Herbert 
J. Bauer, Monday through Friday, 7 
to 7:30 a.m. Dr. Bauer has been giving 
a similar course over the Detroit educa- 
tional station WTvs. 

“wJBK-TV and Storer Broadcasting 
Co. have consistently endeavored to be 
of service to the educational institutions 
of Detroit, from a programming stand- 
point and by financial contribution to 
the educational station,” Bill Michaels. 
managing director of WJBK-TV and 
vice president of Storer Broadcasting 
Co., says. “It is our hope that the 
same sort of public interest in educa- 
tional television will be stimulated by 


this new program here in Detroit that 
has been evidenced by a similar ven- 
ture by wcss-Tv in New York, where 
New York University has been utilizing 
a daily program 6:30 to 7 a.m.” 

Oklahoma City’s wky-Tv presented 
a public service telecast explaining the 
need for, and services rendered a com- 
munity by, an eye bank. The program 
launched a campaign that resulted in 
the forming of the first such bank in 
the southwest within 90 minutes after 
it went on the air. 

At the conclusion of the special 
half-hour telecast more than 700 per- 
sons phoned the station signifying thei 
willingness to cooperate in the project. 
More than 2,000 volunteered during 
the ensuing 48 hours. 

Called A Gift of God the telecast 
outlined the function of the eye bank 
by tracing the 150-mile journey of a 
donor’s eyes to an operating room in 
Oklahoma City. It was climaxed with 
films of an actual corneal transplant 
operation. 

Sponsored by the Lions club, the 
project was put into actual operation 
almost immediately. A 
an Oklahoma City hospital who be- 


patient in 


queathed his eyes as a result of the 
program died shortly afterward and 
transplants were performed on a four- 
year-old girl and a 17-year-old boy 
less than two days after the telecast. 
Other stations in the state are also 
carrying the WKY-TV program which 
was written and produced by WKY 
Public Affairs Director Gene Allen. 
wsJs in Winston-Salem is relaying 
classroom instruction from educational 
station WUNC-Tv at Chapel Hill to three 
schools in the Winston-Salem system. 
Other schools 
making use of the telecasts. Instruction 


in the area are also 
is telecast five days a week from 9 to 
10 am. and 
American history and general science. 
Pickup from the wsJs-TV transmitter 
by wsoc-tv Charlotte will enable that 
station to provide the same programs 


includes courses in 


to schools in that area. 
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WGR-TV now leads all other 
stations with the largest share of 
the viewing audience in Buffalo 
from sign-on to sign-off seven days 
a week! 


Nine of the top fifteen shows in 
Buffalo are seen on WGR-TV. They 
include “Wyatt Earp” (highest 
rated of any show on any station 
—with 44.9% of the viewing 
audience) , “Sugarfoot,” “The Frank 
Sinatra Show,” “The Pat Boone 
Show,” “Maverick,” “Broken 
Arrow,” both “Lawrence Welk” 
shows and “Ozzie and Harriet.” 


Other network shows which won 
hands down on WGR-TV are 
“Mickey Mouse Club,” 
“Disneyland,” “Zorro,” “Rin Tin 
Tin,” and “Colt 45.” 


BUFFALO 


WGR-TYV led in 19 out of 20 quarter 
hours, 5:00-6:00 p.m., Monday 
to Friday. 


Local shows took their share of 
rating honors, too—and WGR-TV 
averaged more viewers per set than 
any other station! 

Source: October ARB 


Hot network programming— 
outstanding local personalities— 
superb studio facilities—local 
acceptance—tremendous bonus of 
Canadian coverage—and the 
strongest merchandising in Buffalo. 
No wonder WGR-TV is the first 

. Choice of advertisers as well 
as viewers. 


Contact Peters, Griffin, Woodward 
for availabilities. 







SYMBOL oF SERVICE | 


C 


Mees ae 


A TRANSCONTINENT STATION 
WROC-TV, Rochester * WGR Radio, WGR-TV, Buffalo » WSVA Radio, WSVA-TV, Harrisonburg =. 
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TELEVISION AGE 


he Association of National Adver- 

tisers recently took a poll of its 
radio-tv group to find out how many 
have used barter time and if their 
experience has been satisfactory. Of 
the 234 members who replied only 16 
had made any barter buys. Nine re- 
ported that they were satisfied with the 
transaction. Four of these nine were 
using it at the time of their reply, five 
were not. An ANA release reports the 
following typical comments from this 
satisfied group: 

“Economically, got good time for 
much less cost than a cash outlay would 
have required.” 

“We used it in a very small way, 
and in that case it happened to make 
sense and proved to be an especially 
good buy.” 

“Used spot tv, $300,000 worth, at 
a cost of about $100,000 to $150,000. 
good value received.” 

Five replies indicated dissatisfaction 
with barter time: 

“Proof of performance was hard to 
get, and on some occasions we dis- 
covered months later that we had 
missed an entire schedule. The quality 
of time offered frequently was poor. 
There was a lack of flexibility when 
changes had to be made because of 
disappointing ratings.” 

“Very difficult to administer, the 
times you get are second- or third-rate, 
generally weak stations and/or small 
markets.” 


a review of 
current activity 
in national 
spot tv 


“The end use of the product bar- 
tered is often the most important 
factor, since it may upset your normal 
dealer relations. Also it usually happens 
that the opportunities for barter exist 
in the least desirable areas or media. 
We prefer to pay cash for what we 
get, and get what we want and need.” 

“Products of other sponsors were 
not compatible.” 

One member who is now using bar- 
ter is on the fence: “The apparent 
‘extra value’ of dollars exchanged this 
way may impair cold objective ap- 
praisal of true worth of the vehicle 
being bought.” 

There were nine members who were 
non-users of barter but who offered 
opinions. Six stated it was poor busi- 
ness practice and a disservice to the 
industry. Three members said they 





Pat Hawley, timebuyer at Dancer- 
Fitzgerald-Sample, Inc., New York, 


does the buying for P&G’s Dreft. 
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REPORT 


had not used it because they had not 
found the “right deal.” 


AMERICAN CHICLE Co. 

(Ted Bates & Co., Inc., N. Y.) 

The schedules for CLORETS, ROLAIDS 
and other products have been renewed for 
1958 without too much change. Jack Dough 
erty is the timebuyer. 


ATLANTIC REFINING CO. 

(N. W. Ayer & Son, Inc., 
Philadelphia) 

The schedules of programs—news-weather 
in its east-coast markets have been re 
newed for the coming year. William Millar 
is the timebuyer. 


BORDEN CO. 

(Doherty, Clifford, Steers & Shenfield, 
Inc., N. Y.) 

There is more scattered activity for Borden's 


INSTANT COFFEE. Robert Widholm is 
the timebuyer. 


BRISTOL-MYERS Co. 
(Doherty, Clifford, Steers & Shenfield, 
Inc., N. Y.) 


The company at present is standing on 
its network coverage and radio spot. How- 
ever, there is a possibility that sometime 
during 1958 it will again take over for a 
short term the Instant Maxwell House ID’s. 
Sam Vitt is the timebuyer. 


BROWN & WILLIAMSON 
TOBACCO CORP. 
(Ted Bates & Co., Inc., N. Y.) 


As reported, the VICEROY and KOOL 

schedules have been through the ringer, re- 
sulting in big cutbacks and cancellations 
in many markets, together with additions 
in others. There is no pattern to the alter- 

ation, except that, generally, many of the 
smaller markets were cut off and major 
markets were built up. The company is 
considering this change as a long-term trial. 
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GETTING THE MOST FROM 





if the Picture “Pops” “ 
it Has What It Takes! ee | 


Many a good film commercial has been ruined by a poor presenta- 
tion “on-air.” If the picture “pops” out at you, has sparkle and dimen- 
sion, you know it’s good. With modern RCA Film Equipment you can 
expect and get the highest quality reproduction and long term reli- 
ability in operation. 
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YOUR FILM DOLLAR 





How to Get the Kind of Picture 
Quality that Advertisers Want 


There are two ways to increase the quality of your 
film programs: 


(a) By using Vidicon film cameras 
(b) By using professional projectors. 


Vidicon cameras give you sharp, clear, virtually noise-free pictures 
of live picture quality. The Vidicon will show every detail that is 
on the film. For example, night scenes are much clearer with new 
Vidicon cameras than with older Iconoscope equipment. Vidicon 
film cameras have ideal tone or gray scale range for high quality 
reproduction of film. A remote light control permits the RCA 
Vidicon camera to be adjusted to optimum operating conditions 

at all times. 


Professional RCA projectors are another requirement for high 
picture quality. Professional film projectors provide a rock-steady 
picture, free from jump and jitter, as well as high fidelity sound. 
Precise optics in the RCA film and slide projectors assure evenness 
of illumination and excellent resolution. 


Whether you are a station executive, program sponsor or 
agency man, you'll be helping the cause of good film program- 
ming by advocating the use of up-to-date film room equipment. 
Ask the RCA Broadcast Representative to show you our new film 
manual “Planning TV Film Facilities for Color and Monochrome.” 


RCA RADIO CORPORATION of AMERICA 





BROADCAST AND TELEVISION EQUIPMENT 
CAMDEN, N. J. 





Tmk(s) ® 


In Canada: RCA VICTOR Company Ltd., Mortreal 
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KOOL has cut down its ID’s, replacing them 
with 20’s. William Warmer is the KOOL 
ea Jack Sinnot handles for VICE- 


CANADA DRY GINGER ALE, 
INC. 

(J. M. Mathes, Inc., N. Y.) 

There is activity here, but as usual, it’s 
hard to pinpoint because there is no pattern. 
The company does some of the buying in 
various areas and, in other markets, the 
local bottlers do the placing. Edna Cathcart 
is the timebuyer. 


CARNATION CO. 

(Erwin, Wasey, Ruthrauff & Ryan, 
Inc., Los Angeles) 

This company’s Albers Milling Division is 
renewing its sponsorship of Ziv’s half-hour 
film series, Men of Annapolis, in 17 western 
markets for 52 weeks. June Kirkpatrick and 
Roland Gallman are the timebuyers. 


CHESEBROUGH-POND’S, INC. 
(Compton Advertising, Inc., N. Y.) 
As mentioned in Spot Report Dec. 16, the 


VAL CREAM announcements are getting 
under way. Pete Fulton is the timebuyer. 


CORN PRODUCTS REFINING, 
INC, 

(McCann-Erickson, Inc., N. Y.) 
Schedules for NU-SOFT will be getting 
under way around Jan. 26 in a selected 
group of markets. Jay Schoenfeld is the 
timebuyer. 


COTT BEVERAGE CORP. 
(Dowd, Redfield & Johnstone, Inc.. 
J 

This soft-drink company has started spots 
on wasc-tv New York. It is using the 
station’s Housewives Special program. Carol 
Diem is the timebuyer. 


DOESKIN PROPUCTS, INC. 
(Weiss & Geller, Inc., N. Y.) 


The agency has just taken over this account. 





New Agency V.P. 


A former tv station manager, 
John N. Prewitt Jr., has been 
named a vice president at Han- 
ford & Greenfield, Rochester, 
N. Y., advertising agency. 

Before joining the agency in 
1955, Mr. Prewitt was manager 
of WTVE-TV, uhf outlet in Elmira, 
N. Y. While getting a degree 
from Rutgers University, he was 
a part-time announcer and sales- 
man at wvNJ Newark. Later he 
became a staff announcer and 
account executive at WLVA Lynch- 
burg, Va. 

He joined Hanford & Green- 
field as an account executive 
specializing in radio and tv ad- 
vertising. 





LARRY DONINO, timebuyer from 
Ted Bates & Co., and SOL ISRAEL, 
timebuyer from N. W. Ayer & Son, 
have joined the New York office of 





SOL ISRAEL 


Al Paul Lefton Co. GERRY VAN 
HORSEN at Bates will replace Mr. 
Donino on Standard Brands. And 
DON HELLER, who has left Lefton 
to go to the Philadelphia office of 
N. W. Ayer, will assume Mr. Israel’s 
accounts, which include Avis Rent-A- 
Car and Armour. 


MARVIN RICHFIELD, in his new 
capacity as media director at Product 
Services, New York, will be super- 
vising timebuyer in all accounts. Mr. 
Richfield, who was formerly associate: 
with BBDO, will be working under 
LES BLUMENTHAL, executive vice 
president at the agency and in charge 
of account supervision. 


JEANETTE DURINGER has been 
promoted from timebuyer to head 
media buyer of Roche, Rickerd & 
Cleary, Inc., Chicago. DONNA 
GUSTAFSON will be her assistant. 
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Personals 





JIM WATTERSON has joined 
Dancer-Fitzgerald-Sample, New York, 
as timebuyer of Nestle, replacing 
George Walker (see Personals, tv 
AGE, Dec. 16, 1957). Mr. Watterson 
was previously with Burke-Stuart Co., 
New York. 


J. PAUL MOORE has been ap- 
pointed media director of Needham, 
Louis & Brorby of Canada. He was 
formerly media coordinator and ad- 
vertising budget control supervisor 
of Proctor & Gamble Co. of Canada. 


CLIFF BOTWAY has joined the 
media department as buyer at Ogilvy, 


Benson & Mather, New York. Until 
recently he had been associate media 


| 


: 








CLIFF BQTWAY 


director at Dancer-Fitzgerald-Sample, 
that city. Also at OB&M E. A. 
ELLIOTT, media director, has re- 
signed. 








It acquired the business on the strength 
of recommending a strong tv effort. The 
campaign is expected to start in February. 
At the beginning only five or six top markets 
will be used, but then coverage will be 
extended. Jack Geller is the timebuyer. 


R. T. FRENCH CO. 

(J. Walter Thompson Co., N. Y.) 

There is activity reported for this firm in 
Milwaukee beginning the end of January 
and running for three weeks. Minutes and 
20’s are being used. Beverly Turner is the 
timebuyer. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 


On or about Jan. 6 schedules in selected 
markets got going for GAINES DOG FOOD. 
Roger Clapp is the timebuyer. 


GENERAL FOODS CORP. 
(Young & Rubicam, Inc., N. Y.) 
It seems likely that General Foods will be 


running schedules along the east coast for 
DREAM WHIP. Although at press time 





there was no final word, the firm had 

been requesting availabilities for an early 

January start with the intention of staying 
with the spots for 52 weeks. John 
Henderson is the timebuyer. 


GENERAL SHOE CORP. 

(Savage, Stanford, Hamilton & Kerr, 
Nashville) 

The Flagg and Holiday divisions of General 
Shoe are reported to be planning to extend 
their coverage, with special emphasis on 
teen-agers. The contact at this new agency 
is not as yet designated. 


LEVER BROS. CO. 
(Ogilvy, Benson & Mather, Inc., 
ee P 


There is a lot of activity for Levers GOOD 
LUCK MARGARINE. Henry Cleeff is the 


timebuyer. 


LEVER BROS. CO. 
(J. Walter Thompson Co., N. Y.) 


What is described as a moderate-sized 
campaign will start Jan. 22 for RINSO 


















talk about 
IMPACT ...! 


ARB says it... 


TELEPULSE says it... 
“WLAC-TV has 41.0% 


of the audience from sign- 
on to sign-off 7 days a week.’ 





The South’s Great MULTI-MARKET Station 


NASHVILLE © TENNESSEE 
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BLUE. John Gray is the timebuyer. 


LIGGETT & MYERS TOBACCO 
CORP. 

(Dancer-Fitzgerald-Sample, Inc., 
N.Y.) 


In addition to renewing most of its schedules 
for L&M cigarettes the firm has also added 
a few markets here and there. Charles 
Millard is the timebuyer. 


NATIONAL POOL EQUIPMENT 
co. 
(McCann-Erickson, Inc., Atlanta) 


This swimming-pool designer and manu- 
facturer might be placing tv and radio spots 
in the spring. The company has national 
distribution. Douglas Smith, account 
executive, is the contact. 


NEHI CORP. 

(Compton Advertising, Inc., N. Y.) 
This soft drink firm will be getting its 
usual heavy spring campaign under way in 
March. Genevieve Schubert is the timebuyer. 


NEW ENGLAND 
CONFECTIONERY CO. 

(C. J. LaRoche Co., N. Y.) 

The candy company is asking for availabili- 
ties in its usual markets for NECCO. Charles 
Eaton is the timebuyer. 


ODOR-AIRE, INC. 

(Jackson, Haerr, Peterson & Hall, 
Inc., Peoria) 

The company is presently testing its new 
product, called MOTH PAC, at xrce Jeffer- 
son City. It will extend its coverage be- 
ginning in March, using, according to the 
agency, “2%4-3-minute commercials in late 
movies and afternoon times.” Richard A. 
Hall, general manager and account executive, 
is contact. 


PETER PAUL, INC. 
(Dancer-Fitzgerald-Sample, Inc., 
N27 


Following cancellation during the last part 
of the fourth quarter of 1957, this candy 
company is returning with another big push 
beginning around Jan. 19. The markets and 
frequencies are primarily the same as they 
were in the fall campaign. Martin Bruehl is 
the timebuyer. 


PROCTER & GAMBLE CO. 
(Compton Advertising, Inc., N. Y.) 
The DUNCAN HINES placements are 
starting Jan. 13 and consist of prime night 
and day spots. Lee Laney is the timebuyer. 


PROCTER & GAMBLE CO. 
(Dancer-Fitzgerald-Sample, Inc., 
N. Y.) 


There is new activity for DREFT which 
began Jan. 1 and is scheduled to run through 
the year. Pat Hawley is the timebuyer. 


PROCTOR ELECTRIC Co. 
(Weiss & Geller, Inc., N. Y.) 


As mentioned in Spot Report Dec. 2, this 
company will be expanding its spot coverage 
in 1958. As of now, it intends to start its 
schedules in mid-February in 43 markets 
for 10-12 weeks, then a similar campaign in 
the fall. In some of the markets the firm 
used last year there is a chance that a dif- 
ferent station will carry spots. Jack Geller 
is the timebuyer. 





in the great northwest. 


the northwest. 


cat from MGM. 





Honest and Leo 


Honest Injun and Leo the Lion are an unbeatable sales team out 


Honest and Leo went to work for new owners of Empire Lincoln- 
Mercury, Spokane, Wash., on July 15. In 16 days the dealership moved 
from last to first place in sales among Lincoln-Mercury dealers in 


Honest Injun is a trade character created by Don Faris, Empire’s 
account executive at Pacific National Advertising. Leo is the renowned 


Since the change in ownership, 60 per cent of Empire’s ad budget 
has been going to the MGM features on KHQ-TV Spokane. 

On both the 5 O’clock Movie and the Late Movie Empire has been 
running a contest, “Leo’s Tour.” Photos of a mystery location in 
the Spokane area are shown as a part of the commercials. First viewer 
to identify the location via postcard gets $10. As for Honest, the 
station says he’s become a “veritable by-word” around Spokane. 

KHQ-TV reports that Empire completely dominates the Spokane 
market in its car class. Some results: 10 days before display of ’58 
models, Empire sold out °57 Lincolns. Quota of ’57 Mercurys was 
sold out two weeks before 58 models premiered. More cars were sold 
in three months than predecessor sold in nine. 

These are the facts, Honest: Injun, says KHQ-TV. 








PURE FOODS, INC. 
(J. M. Mathes, Inc., N. Y.) 


The company bought a women’s show on 
wssBM-tv Chicago as a test. Edna Cathcart 
is the timebuyer. 


REALEMON-PURITAN CO. 
(Rutledge & Lilienfeld, Inc., Chicago) 
Tv spot will be included in this firm’s all- 
media advertising coverage for 1958. No 
further details are available at this point. 
Frances Rickey is the timebuyer. 


WM. B. REILY CO., INC. 
(Walker Saussy Agency, Inc., 
New Orleans) 


The maker of LUSIANNE COFFEE has 
asked for availabilities for schedules to get 





Carol Diem, Dowd, Redfield & John- 
stone, Inc., New York, has placed 
spots in New York for Cott Beverages 
Corp. 






going around Jan. 20. Stanley Starr is the 
timebuyer. 


RIGO CHEMICAL CO., INC. 
(Savage, Stanford-Hamilton & Kerr, 
Nashville) . 

The maker of KILL-KO insecticide is 
planning to come out with a broadcast 
campaign in 18 states in the near future. 
The contact at this new agency is not as 
yet designated. 


RING GUILD OF AMERICA, INC. 
(Dundes & Frank, Inc., N. Y.) 

The agency is now working on plans for 
special promotions for Father’s Day and 
next fall. It is expected that tv spot will 
be included, along with newspapers, 
magazines and trade papers. Daisy Grosswith 
is the timebuyer. 


SOVEREIGN WATCH CO. 
(Burke Dowling Adams, Inc., N. Y.) 
There is some activity reported for this 
account in Milwaukee commencing the 


middle of January. Alice Wolf is the time- 
buyer. 


STANDARD BRANDS, INC. 

(Ted Bates & Co., Inc., N. Y.) 

The HUNT DOG FOOD campaign will get 
under way on Jan. 13 in about 50 markets. 
Length of the campaign varies from 18 to 
20 weeks. Gerry Van Horsen is the time- 
buyer. 


STERLING DRUG CO. 
(Compton Advertising, Inc., N. Y.) 


The drug firm has renewed its spots for 
FIZRIN. Genevieve Schubert is the 


timebuyer. 














Stan Kreiser, Benton & Bowles, Inc., 
New York, is the timebuyer on Gen- 
eral Foods’ Bliss and Yuban Coffee. 








MacCrystall to H-R 


The former general manager 
of Koat-tv Albuquerque, Wil- 
liam F. MacCrystall, has been 
named to the sales staff of H-R 


Representatives, Los Angeles 
office. 
Before KOAT-Tv, Mr. Mac- 


Crystall was for three years gen- 
eral sales manager of KOA-TV 
Denver. His first job in tv 
was as a salesman at KRCA Los 
Angeles. 

Before his move to broadcast- 
ing, he was 20 years with MGM. 
He started as a studio office boy, 
later worked in virtually every 
department on the Culver City 
lot. 








LET US BE YOUR 


NEW YORK OFFICE 


24-hour, 7 days a week, service 


specializing in tv and radio industry. 


PLAZA 9-3400 





E. 56th St., 


Telephone Message Service 
New York City 






























TEA COUNCIL OF THE U. S. A., 


( Le Burnett Co., Inc., Chicago) 


The Council is running its annual “Take 
Tea and See” campaign from Jan. 10 to 25, 
with the most emphasis on spot tv in 18 
markets. These are: Baltimore, Boston, 
Buffalo, Chicago, Cleveland, Detroit, Los 
Angeles, New Haven, New York, Philadel- 
phia, Pittsburgh, Providence, Portland, Me., 
Syracuse and Washington. Eloise Beatty is 
the timebuyer. 


TEXAS CO. 
(Cunningham & Walsh, Inc., N. Y.) 


Another TEXACO short-term effort will 
begin on Jan. 31 in about 65 markets. This 
one will last three weeks. Jerry Sprague is 
the timebuyer. 


TIME, INC. 
(Young & Rubicam, Inc., N. Y.) 


Another of Life’s subscription pushes is 
getting under way in about 50 markets all 
over the country. On Jan. 20 a one-week 
effort will start in a group of markets in 
the east. One-week placements will follow 
the next week in midwest markets, and 
then the third and final week will see spots 
running in the far west. The announcements 
will be live, and early-morning and early- 





KDUB-TV 


LUBBOCK, TEXAS 


KPAR-TYV 


ABILENE - SWEETWATER 


KEDY-TV 


BIG SPRING, TEXAS 





West Texas Television Network 














ferior 


three 








1845 BROADWAY (at 60th St 











we CHMERA MART. 


NEW YORK 23, N. Y 


OUR EXPERIENCE IS YOUR KEY TO 


SERVICE & DEPENDABILITY 


CAMART DUAL 


ture viewer. 


right operation. 


makeshifts ? 


Insure a 


steady support for your cam- 
era when atop a station wag- 
on or car platform. Heavy 
bronze construction. Set 


of 
$28.00 


Send for brochure 


* Plaza 7-6977 « Coble 


SOUND READER 


@ Iémm or 35mm single and 
double system—optical or 
magnetic soundtrack. 

@ Synchronized to any pic- 


@ Right to left or left to 


lémm or 35mm Magnetic 

odol .... $185.00 
lémm_—s or 35mm Optical 
Model .... $195.00 


CAMART CAR TOP CLAMPS 


Why take a chance with in- 
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evening times are being used wherever 
possible, but account will also place in 
women’s shows and late news and sports 
shows. Clara Haber is the timebuyer. 


another 


IN AMARILLO 3 ae 
YOU ALWAYS GET VITA-YUMS 


(Paul Venze Associates, Inc., 


Baltimore) 
LOWEST COST — schedules er sunning now for this | schedule 
PER 1,000 ow dl ie ede - ee aes 


KF DA TV JAMES O. WELCH CO. WMUR-TV 
Wh r LESTOIL recognizes the vital part 


(Dan B. Miner Co., Inc., Los Angeles) Manchester, N. H. 
WMUR-TV played in creating consumer 


This candy company is renewing its 
aliGial a. RATINGS WINE ADVISORY BOARD demand for their product in the central 


schedule in Los Angeles, Sacramento and WMUR-TV is the TV station that 

San Diego. It has also picked up a kid helped start LESTOIL, the all-purpose 

show in San Francisco. Kay Ostrander is liquid detergent, on its march to na- 
the executive timebuyer. tional prominence 3 years ago. 


nearest FORJOE office. 





ed documented sets)* 


_ : , Area of New England. This aggressive 

(No. 1 Station —ARB) (Roy S. Durstine, Inc., San Francisco) confidence is reflected in LESTOIL’s 

| The Board is running its 1958 campaign in 50% increase in as ig oA 4 

newspapers, magazines and tv spot. This gross dollars for on -TV. 

TERRIFIC COVERAGE | spot phase is in 19 selected areas throughout Do you know the facts about WMUR- 

(Over 118,000 unduplicat- | the country. Jane Dahlgren is the timebuyer. TV. For more information contact your 
| 


COMPETITIVE RATES | tee ~- catag Seat Secs | WMUR-TV 


Plus... | Embryo Adman 


RIGHT PROGRAMMING | Santa Claus tried. But he Ee] Manchester, N. H. © 
ATMOSPHERE goofed. | 


(Full-Time CBS Live) He brought three-year-old 
Jimmy a fire-red bike, a toy 
| 














automobile (that uses real gas), 
an electric train (with a blow- 







MGM ® 20th CENTURY 
NTA © COLUMBIA FILMS 







The SELLibrated 
station of the 


GOLDEN VALLEY 
(Central Ohio) 


ing whistle) and an album of 
kiddie records. 


But he wasn’t hip to the mu- 













POPEYE © BUGS BUNNY 
LITTLE RASCALS sical tastes of little Jimmy. De- 































spite the booty, Jimmy bawled 
AGGRESSIVE big tears of disappointment. WHIN TV 
MERCHANDISING Of course, the North Pole & 
(Full-Time Department) | where the bearded one works HUNTINGTON « CHARLESTON 
most of the year was not a mar- 
TOP-RATED ket for the tune Jimmy craved. * NEW TOWER 
Rela Va tell FV T It was, however, heard via tv 1,000 feet obove average terrain 
(Regularly Scheduled and radio in 150 U.S. cities more FULL POWER 


than 10,000 times a week in the 
days before Christmas. 

Cast Jimmy fought back the tears 
and gave his mother a rendition 


HK, L A | R of the record he really wanted: 
“We're doing our Christmas 


316,000 watts 


* 
* GREATER COVERAGE 
* 


Remote Shows) 


554,697 TV homes 


SALES POTENTIAL 
$2,727,662,000 in all the major U.S. 
Census sales categories 













.. 2 shopping at Robert Hall thi 
Television Se ee ce detlors Cotte 
ors ollars and cents stor 
ASSOCIATES, INC. Mother put in a desperate right now 7 
call to the secretary to the presi- 
“TELEVISION MAGAZINE dent of the clothing chain. The 
STATE TAX AFFIDAVIT record was rushed to Jimmy the W a | N 7 V 


same day the ph ll CHANNEL 13 
- Spree Seen See A COWLES STATION - ABC BASIC 


made. With best wishes from Huntingten-Chariesten, Wi. Me. 
the hipsters at Hall. Nationally, represented by 


Edw i Pet 


BY COUNTY 
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YOU MAY GO UP 19% MILES IN A BALLOON*— 


AMERICAN REsEARCH BUREAU BSL)']’...YoU NEED WKZO-TV 


GRAND RAPIDS-KALAMAZOO TO MAKE SALES SOAR 
icidiin Gk tiaiie Weeve IN KALAMAZOO-GRAND RAPIDS! 


with Higher Ratings 





TIME PERIODS 





WKZO-TV Station B 





Here’s real, down-to-earth market dominance! ARB shows 
MONDAY THRU FRIDAY rere he - occ th » ee. 
8:00 a.m. to 6:00 p.m. 143 WKZO.-TV is first in 267 7o more quarter hours Sen the next 
6:00 p.m. to 11:00 p.m. 94 best station—327 for WKZO-TV, 89 for Station B: 
SATURDAY 
8:00 a.m. to 11:00 p.m. 50 
SUNDAY “ at ™ P ‘ } atts 
9:00 a.m. to 11:00 p.m. 40 WKZO.-TV telecasts from Channel 3 with 100,000 watts from 
1000’ tower. It is the Official Basic CBS Television Outlet for 
NOTE: —z based on sampling in the following proportions—Grand Rapids Kalamazoo-Grand Rapids—serves over 600,000 television 


%), Kalamazoo (18.9%), Muskegon (19.8%), Battle Creek . _— < 7, 
(18.5%): homes in one of America’s top-20 TV markets! 


-TV~ 
er ay V7 
\ y), 
, Ox ‘ bo 
She Pelzer Hations 
N WKZO-TV — GRAND RAPIDS-KALAMAZOO 
; i y WKZO RADIO — a CREEK 


WJEF RADIO — GRAND R 


WUJEF-FM — GRAND RAPIDS-KALAMAZOO 100,000 WATTS @ CHANNEL 3 © 1000’ TOWER 


er ee a 
Studios in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 


Avery-Knodel, Inc., Exclusive National Representatives 

















WMsD RADION” SORIA, ILLINOIS 





*Major David G. Simmons set this new world’s record on August 20, 1957. 
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This week in New York with ARBITRON 
ARB introduces a new era in television research . . . instantaneous 
electronic audience measurement around the clock, every day of the 
year. ARBITRON daily reports are now being issued on a regular 
full-sample basis in New York and will be shortly available in Los 
Angeles, Chicago, and a multi-city network. For other areas requiring 
complete research coverage of all programs instantaneously every 
minute of every day, it represents the ultimate measurement tool. 
ARBITRON is a complete departure from other techniques ...a_ 
tremendous breakthrough that reflects where research—television and 
otherwise—may be taking industry tomorrow. ARB introduces it today. 









3 
AMERICAN RESEARCH BUREAU, INC. Washington+New York+Chicago+Los Angeles 
Yd 

















ENB 


(Continued from page 43) 


business results from those areas.” 

LNB prides itself on its client-care 
“For example, we have eliminated 
episodes in syndicated tv films involv- 
ing excessive drinking or other scenes 
in bad taste,” said Mr. Neal. This 
was done in deference to the strong 
Biblical tone which pervades the re- 
gion. LNB is conscious of the nature 
and spiritual makeup of its area. 

The agency believes it has scored 
in another major area. 


Brand Names Known 


“In the not-too-distant past,” Mr. 
Neal explains, “many southern prod- 
ucts were largely unknown to the rest 
of the country and sold strictly on 
the basis of low price. Now, brand 
names of southern products are known 
throughout the nation and compete 
favorably on the basis of quality with 
products manufactured in _ other 
sections.” 

As noted, 80 per cent of LNB’s 
billings are in a nine-state southern 
area. This area reportedly enjoyed 
better than an eight-per-cent increase 
in total income (after taxes) from 
1955 to 1956 and in total wholesale 
sales for the same period. Income 
rose from $34,387,192 to $37,186,893, 
and sales jumped from $28,445,000 
to $30,820,000. 

LNB seeks to take advantage of this 
rise by strong departments meeting 
its varied needs. 


Mr. Liller and Mr. Neal head the 


account-servicing phases of the firm, 





Compton Expands 

Compton takes 
over the Western Advertising 
Agency, Los Angeles, effective 


Advertising 


January 1. 

Edward E. Keeler, formerly 
head of the Western Agency, be- 
comes a Compton vice president. 
He’ll supervise the west coast in- 
dustrial account division. He also 
becomes a member of the west 
coast plans board. 

Other members of the plans 
board are Thomas Santacroce and 
Norman Mork, vice presidents in 
Compton’s San Francisco office, 
and Alvin Kabaker and Waldo 
H. Hunt, vice presidents in Los 
Angeles. 

The merger brings Compton’s 
west coast staff to a total of 49 
in the Los Angeles and San 
Francisco offices. Combined bill- 








CHEVROLET 
DE SOTO 

Eo FORD 

[o> i BUICK 





Bald kta and East Texas 


KTRE-TV 


Lufkin, Texas 
Represented by Venard, 


Rintoul & McConnell, 
Inc. 
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ing of the offices is about $4 
million. 











and Mr. Battle oversees art and pro- 
duction work. 


The account-servicing department 
in this “sleeves-rolled-up” operation 


is responsible for coordinating agency 
and client relationships, supervising 
creativity, planning, budgets and all 
phases of production. Nine men, in 
addition to the Messrs. Liller and Neal, 


pace this section. 
Begins in Copy Dept. 


Creation of effective advertising— 


advertising that “tells and sells”— 


usually begins in the copy depart- 
ment. Directed by Chuck Shields, this 
section prepares advertising for all 
media and a variety of sales promo- 
tion material. 

“We accent writer saturation,” says 
Mr. Shields. “We like our people io 
know everything about a product or 
service before they write a single 
word.” 

Under Mr. Battle’s 
work at the agency and with leading 
art studios, 
graphers. 


direction artists 


illustrators and_photo- 
Sam Longino heads the 
production department. 

Another section constantly makes 
market analyses; a research division 


is managed by William Drager (as- 


sistant Marilyn Fudge directs LNB’s 
consumer research panel, the first such 
panel developed by a southern agen- 
cy), and a public-relations depart- 
ment (set up in 1943 as the oldest 
such section in a southern ad agen- 
cy) guides clients in that phase of 
their programming. 

LNB’s account executives and mer- 
chandising men arent “stay-at- 
homes.” In 1956 they traveled an 
estimated 250,000 miles making mar- 
ket studies, attending sales meetings, 
visiting manufacturing plants and 
sales offices, checking brokers, whole- 
salers and retail outlets. The mileage 
figure for 1957 was considerably 
higher. 


Likes to Follow Through 


This thoroughness is what LNB 
itself the “‘fol- 


agency. And it is the 


means when it calls 
low-through” 
kind of depth of concern for its 
clients which has won the agency such 
accounts as Alabama Flour Mills, 
Armour Fertilizer Works, H. G. Hast- 
and Ashcraft-Wilkinson 


ings Seeds 


Co., in agriculture; Chattanooga 
(Tenn.) Royal Co. and Hardwicke 
Stove Co., in appliances; Bank of 


Georgia, Life Insurance Co. of 
of Georgia, 


Ingalls 


Georgia and Tryst Co. 
in banking and _ insurance; 
Shipbuilding Corp., Knox Homes and 
Robert & Co., in industry; Piedmont 
Airlines; Associated Pimiento Can- 
ners, Brock Candy Co., 
ing Co. 
Stores, Inc., 


Carling Brew- 
(southeast region), Colonial 
and H. W Lay & Co., 
in food and grocery clients; Standard- 
Coosa-Thatcher, in textiles; Southern 
Co., in utilities; Scripto Manufactur- 


ing Co. (ADGIF division), TESCO 
Chemicals, Inc., and U. S. Brewers 


Foundation (Georgia and South Caro- 
lina divisions). 

Whatever its idea—the production 
of 15- or 30-minute live tv shows, the 
writing and direction of filmed shows. 
spots or other devices—LNB prides 
itself on working in this framework, 
according to Mr. Neal: 

“The principles of good business, 
interesting, advertising. 
knowledge of marketing and mass 


informative 


communications, a desire to serve our 
clients in the best possible manner 
and a deep-seated sense of respon- 
sibility to the public, the advertising 
profession and the future.” 
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Top Ten 
New programs getting the 
most “well-liked” votes in the 


Pulse survey for TV AGE were: 
The Thin Man 
Gisele McKenzie Show 
Leave It to Beaver 
Maverick 
Walter Winchell File 
Gobel-Fisher Show 
Sugarfoot 
Court of Last Resort 
Bachelor Father 








Rosemary Clooney Show 


Pulse (Continued from page 44) 
Pulse asked: 


“What is your opinion of television 


interviewers also 
programs you now watch compared 
with programs presented during the 
past few years? Do you think this 
year’s programs are better, about the 
same, or not as good as those you 
watched in the past few years?” 

The viewers were almost perfectly 
divided on whether the shows were 
better this year or about the same. 
This year’s are better, said 448 re- 
spondents. They’re about the same as 
before, said 449. 

A little more than 10 per cent 





Stock High-Low Last 
1957-58 Quote* 
New York Stock Exchange 
ABC 24%- 1158 13% 
ADMIRAL 14%- 6% 756 
A. T. &T. 179% -160 169% 
AVCO 7%- 4% 6 
cps (A) 3614- 234% 26 
EMERSON 6%- 3% 4% 
GENERAL ELECTRIC 7236- 523% 61 
HOFFMAN 25%- 17% 21% 
MAGNAVOX 44 - 28% 32 
MOTOROLA 51%4- 35% 41 
PHILCO 18%- 11 13% 
RCA 40 - 27 3156 
RAYTHEON 23%- 1636 2234 
STEWART-WARNER 415¢- 27% 30% 
STORER 29%4- 18% 22% 
SYLVANIA 4A. 20% wee 
WESTINGHOUSE 685¢- 5236 63 
ZENITH 140 - 91% 125% 
American Stock Exchange 
A.A.P. 11%- 6% 856 
DUMONT LABS 6%- 3 336 
GUILD FILMS 4%- 2% 3 
HAZELTINE 441%4- 29% 32 
NATIONAL TELEFILM 9%- 55% 614 
SKIATRON 9 - 3% 5% 
Over-the-Counter Stocks 
Bid-Asked+ 
AMPEX 4414-4456 
CONSOLIDATED TV 1914-20 
GROSS TELECASTING 2034-201% 
OFFICIAL FILMS 1 -1% 





*As of the close, Jan. 3, 1958. 
tAs of Jan. 3, 1958. 





thought this seasun’s shows not as 
good as in seasons past. 

A year ago, in a similar study of 
new shows for TV AGE, 60 per cent 
of the audience thought the new en- 
tries of “56-57 than in 
years past. This would seem to bear 


were better 
out the conclusions of Cunningham & 
Walsh’s Videotown study. The study 
this year pointed out that viewers are 
beginning more and more to take ty 
for granted. And this year only 45 
per cent of the Pulse sample thought 
the new shows better than in years 
past. 

Last year CBS-TV’s Playhouse 90 
was the top new show with the New 
York audience. Interviewers asked re- 
spondents: “Have you seen any new 
programs on tv during the past two 
months that you particularly liked?” 
Playhouse 90 cited by 340 


viewers, 31.5 per cent of the sample. 


was 


The closest competition was Lawrence 
Welk’s Top Tunes on ABC-TV. The 
bubble band picked up favorable com- 
ment from 77 persons, 7.1 per cent 
of the audience. 

Dislikes seemed a little stronger a 
year ago. Stanley, Walter Winchell 
and The Brothers led the black list. 


Memo (Continued from page 51) 


to four million sets a year. This would 


indicate that as many sets will come 
into the possession of new tv house- 
holds or will be purchased as second 
sets. It would also indicate that (ac- 
cepting the EIA figures) there will be 
1959. 


relationship between 


50 million sets in use by 

Assuming a 
viewing and sets in use, the EIA re- 
port spells a further increase in the 
number of homes viewing television in 
an average week to about 40 million 
families in 1958. 

The year-end statement of the Fed- 
eral Communications Commission does 
not attempt to forecast tv develop- 
ments but indicates further expansion 
of service in 1958. 

On the basis of authorizations re- 
cently issued and applications pend- 
ing, most of which will require hear- 
ings, it would seem reasonable to 
expect that at least 30 new vhf sta- 
tions will get on the air in 1958. This 
would bring the number of commer- 
cial stations in operation to about 525, 
exclusive of translators. 


It looks like 1958 will be another 


record year for television. 





Wa ll St. (Continued from page 53) 


cent a year in the last few years. It 
has poured over $400 million back into 
new plants and equipment in that 


period and evidently plans to con- 


coming out of earnings—in the future. 
It has no’ debt outstanding and but 
two classes of securities, $6.2 million 
of noncallable preferred stock and 19 
million shares of common. 

sales, 


Here’s a summary of its 


earnings, dividends and price range 


tinue this policy—all investments since 1947: 
Sales Profits Price 
Year (millions) per share Dividend range 
1947 $351 $2.24 $1 27- 31 
1948 414 2.66 1.07 24- 30 
1949 396 2.58 1.16 26- 32 
1950 457 3.21 1.19 28- 37 
1951 542 2.55 1.37 32- 40 
1952 575 2.37 1.51 36- 41 
1953 633 2.59 1.59 37- 43 
1954 633 3.62 1.81 42- 65 
1955 714 Abt 2.02 63- 83 
1956 761 4.89 2.52 72- 96 
2.70 81-115 


1957 (est.) $800-plus 


5.20 (est. ) 








PERSONNEL AND UNION RELATIONS: Appraisal of union contracts; building 
sound employee relations; efficient staffing of radio/TV stations; job analysis; effective 
job-wage structures; contracts for salesmen and talent; building employee morale: 
efficient scheduling of manpower, work flow efficiency. Write or phone: Richard P. 
Doherty, TELEVISION-RADIO MANAGEMENT CORPORATION, 1816 Jefferson 
Place, N. W., Washington, D.C.; District 7-1957. 
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Future (Continued jrom page 37) 


work’s new program philosophy was 
this: “Mainly to provide programs 
that will appeal to majority taste.” 

Uncle Nielsen gave clear indications 
as the year was winding up that 
NBC-TV was making the objective. 
Backed by the rating man, the net- 
work was proclaiming a 30-per-cent 
increase in the daytime audience. And, 
“Twenty-three new evening programs, 
accounting for 56 per cent of the tv 
network’s schedule, were introduced 
in the fall of 57. NBC-TV’s share of 
audience for the new programs in- 
creased 10 per cent over the fall of 
*56. NBC-TV is in its best competitive 
position against CBS-TV in over two- 
and-one-half years.” 

ABC-TV could look at the final 
year’s ratings of the American Re- 
search Bureau with relatively equal 
amounts of pride, it seems. 

These ratings appeared on the day 
of this writing. They showed ABC-TV’s 
higgest strike, Maverick, leading Jack 
Benny, virtually tied with Ed Sullivan 
and beating Steve Allen. On Monday 
nights Lawrence Welk—apparently 
the only man who can hit the audi- 
ence jackpot with an hour of straight 
boom-chuck and mild variations in the 
chromatic scale—was topping his im- 
portant 9:30-to-10:30 p.m. Monday 
segment. 

On Tuesday the solid block of 
ABC-TV saddle soapers was riding 
high: Cheyenne, Sugarfoot and Wyatt 
Earp. 

On Wednesdays, for some reason, 
Disneyland had moved once again 
ahead of the NBC-TV 
Wagon Train. 

On other nights, these looked good 
for ABC-TV: Zorro, The Real McCoys 
(a topper), Pat Boone and Lawrence 
Welk again on Saturday. For the new 
entries among them, a good showing, 
thinks ABC-TV. 

With tv sets now in more than 80 
per cent of the nation’s homes, re- 
ceiver sales were down from 1956 
about five per cent. There were still 
more than six million sets sold. Pre- 
dictions are that set-replacement alone 
will give annual sales a base of three 
or four million in 1958. 

At the same time, industrial and 
military calls for electronic equip- 
ment have increased steadily. And, 


hour-long 
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Revenue from time sales ($ millions ) 
(Does not include talent or production costs) 





network spot local total 

1949 $ 10.8 e $ 95 $ 27.5 

| 1950 35.0 25.0 30.4 90.5 
1951 97.1 59.7 51.3 208.1 
1952 137.7 80.2 65.3 283.1 
1953 171.9 124.3 88.5 384.7 
1954 241.2 176.7 120.1 538.1 

| 1955 308.9 222.4 149.8 681.1 
1956* 395.4* 289.2* 185.8* 870.3* 
1957* 480.7* 354.8* 231.2* 1066.7* 
1958* 530.3* 386.5* 268.0* 1184.8" 


All figures from FCC except those marked * which are TV AGE estimates based on 


Business Barometer reports. 





Russian know-how in space withstand- 
ing, Brig. Gen. David Sarnoff, chair- 
man of the board of the Radio Corp. 
of America, opines: 

“We believe that today America 
leads the world in electronic research 
and engineering—in new materials, 
components and systems. America also 
holds the number-one position in the 
production of electronic goods for in- 
dustry—computers, controls, commun- 
ications and automated devices. 

“With earth satellites and missiles 
now realities, electronics and the tech- 
nology of space propulsion form the 
keystone of our defense structure. The 
task before us is to retain our leader- 
ship in electronics and certain other 
fields of technology and to regain 
leadership in those fields where the 
advantage may have been temporarily 


lost.” 





Audience Growth 


1955 to 1957 
(Nielsen and TvB) 


| 


He reports that for the third con- 
secutive year business volume of RCA 
went over the billion-dollar mark. It 
reached an_ estimated total of 
$1,180,000,000 in °57. This was an in- 
crease of about five per cent over 56. 

“While profits earned in the first 
nine months of 1957 showed a smal! 
increase over the prior year,” he says, 
“the softening of general economic 
conditions in the fourth quarter and 
the highly competitive situation in the 
radio-tv industry now indicate that 
profits for the full 


slightly below 1956.” 


year will be 


But, he adds, “Based on present in- 
dications, we believe that in 1958 the 
total volume of business in the elec- 
tronics industry will exceed the 1957 
volume.” 

Government business accounted for 
23 per cent of RCA’s °57 total. 

Government business was a sizable 
chunk of the gross for a great many 
electronics manufacturers. According 


to Dr W. R. G. Baker, president, 


Network ‘ J ea 
aA Electronic Industries Association, gov- 
nighttime Average Average é 
‘ ernment procurement constituted about 
shows Rating ad half the industry’s total 
1955 21.1 5,939; “Th decks ¥ x Selieiis has come 
e “tronics s y Ss Cc 
1956 21.6 6,957, a long way since its ince ti yn in the 
a 000 —— or ae 
1957 22.3 8,282,000 ripening P 
early Twenties,” says Dr. Baker in a 
Network : “pe ‘ ’ 
: year-end statement. “But its future is 
daytime : 3A : 
Fite more promising and challenging. To- 
day its products are essential to the 
1955 ol 2,275, military asa the safety of com 
1956 8.4 2,711, mercial sill hei niastelias vessels 
1957 8.2 2,983,000 : : ra eege 
Sha to many industries and commercial 
Note: In 1957, the average nighttime Si 
network show reached 19 per cent enterprises and to the home. Tomor- 
more homes than in ’56. By the same row it will expand these services and 
comparison, the average network day- * 
time show reached 10 per cent more enter many new markets as well. 
homes . . . (TvB). Measured in dollars, as computed 
























The TELEVISION AGE Station Direc- 
tory is intended to supply up-to-date, 
basic information in a convenient, 
usable form. Data appears in the fol- 
lowing order: name of market, call 
letters, channel number, address of 
station, number of sets within the 
station coverage area, source of set 
figure, number of color sets, Class A 
rates for one hour, one minute and 
ID and two principal station execu- 
tives, with their titles. 

All of this data is furnished by 





by EIA’s marketing data department, 
the industry achieved a new record in 
57, says Dr. Baker. Sales at factory 
level exceeded $7 billion. That com- 
pares with $5.9 billion in 1956. He 
expects further growth in °58 

“Before World War II the radio 
industry and the Radio Manufacturers 
Assn . . . was composed of producers 
of radios for the home, of transmit- 
ting and communication equipment, 
and of their relatively simple compo- 
nents. Today the electronics industry 
and the Electronic Industries Assn. 
are composed of manufacturers of a 
wide variety of complex equipment, 
systems and parts, including compan- 
ies whose primary interests are in air- 
craft, office equipment, automobiles 
and specialized weapons of war. All 
have a common interest, however, in 
the development and perfection of new 
applications of electronics.” 

The home-entertainment portion of 
the industry’s dollar volume, he says, 
amounted to only a little more than 
20 per cent of the total. That figure, 
plus the military’s half, left 18 per 
cent for industrial electronic products. 

Dr. Baker expects set sales to hit 
7 million in 1958. 

“With 47 million tv sets and 135 
million radios in use,” he says, “the 
business of selling replacement parts 
alone has become tremendous. In 1957 
it amounted to $900 million, and it’s 
still growing.” 


Still growing, as is almost every 


phase of the tv industry. The year 
ahead should see tv continue to grow, 
with any leveling coming from satur- 
ation in coverage, and not much else. 








Station Directory 


the station in answer to monthly 
questionnaires. For more detailed 


data see the TV AGE Yearbook. 

Asterisks indicat color 
but which have cubated no a hick indicate 
stations not yet on the air, channel numbers and 
target dates. Daggers (ft) indicate oes the station 
nas asked that no set count figure be published. 

Abbreviations commonly used in this listi: 
include: asst. a, ¢ color, c. =e | 
chg. charge, cls. class, d . director, g- general, loc. 
local, m. manager, mng. managing, nat. national, 
0. Owner, opertns. operations, p. president, pgm. 
program, prom. promotion, rgnl. regio res. 
Tesident, sce. source, serv. service, sls, sales, st. 
station, sta. station estimate. 








Totals 


Total commercial stations: 495 

Total markets: 315 

Total estimated b&w tv homes: 42,- 
310,000 

Total estimated color sets: 428,000 











ALABAMA 


Birmingham, WABT Ge) Box 2553. 399,672 
b&w Sce: sta. 1,500 c. Cls. AA hr. $800, min. 
a ID $125. a F. Grisham, v.p. & 

‘om M. Perser, sls.m. 

Sisminghem, WBRC-TV (6) Atop Red Mowpate. 
420,000 b&w Sce: Nielsen & sta. 200 c. Cis. 
hr. $685, min. $180, ID $90. Robert T. Schtie 
kert, st.m.; Oliver V. Naylor, sls.m. 

Decatur, WMSL-TV (23) 701 Bank St. 50,000 
b&w Sce: sta. 100 c. Cls. A hr. aes. 8 min. $35, 
ID $20. Louis Blizzard, st. m. & sls. 

Dothan, WTVY (9) Cottonwood Rd.. 59, 9500 “ey 
Sce: sta. *c. Cls. A hr. $250, min. $40, 

F. E. Busby, exec. v.p. & g-m.; Art joe 
loc. sls.m. 

Florence, WOWL-TV (15) 840 Cypress Mill Rd. 
21,600 b&w Sce sta. Cls. A hr. $200, min $50, 
* $25. Richard B. Biddle, p., Jack A. Worley, 


Mobile, WALA-TV (10) 210 Government St. 200,- 
000 b&w Sce.: ARF&sta. 1,000 c. Cls. A hr. 
= oo $90, = $45. W. B. Sees, oa. 

&¢z McNamara, nat. sls. 

Mobile, WERG-TV ( (5) 162 * lame St. 187. 500 
b&w Sce: sta. *c. Cls. A hr. $400, ah $80, 
ID $40. C. P. Persons Jr., rd &¢ 

Montgomery, WCOV-TV (20) Box 2505, Adrian 
Lane. 81,000 b&w Sce: sta 50 c. Cls. A hr. 
$200, min. $40, ID $20. Hugh M. Smith, g.m.; 
Morris South, loc. sls. m. 

Montgomery, WSFA-TV (12) 10 E. Delano Ave. 
144,800 b&w Sce: Pulse 200 c. Cis. A hr. $450, 
min. $100, ID $50. Eugene B on, v.p. & 
st. m.; Carter Hardwick, c.m. 


ARIZONA 


Mesa, KVAR (see Phoenix) 

Phoenix, KOOL-TV (10) 511 W. Adams, 190,000 
b&w Sce: AMA 400 c. Cls. A hr. $550, min. 
$100, ID $50. Kenneth Morton, st.m.; Robert 
Miller, sls.m. 

Phoenix KPHO-TV (5) 631 N. ist. Ave. 173,100 
b&w Sce: AMA Cls. A hr. $450, min. $100, ID 
$50. — B. sae g-m.; Howard Stal- 
naker, 

Phoenix, KTVK. @) 3435 N. 16th St. 243,000 

b&w Sce: sta. 125 c. Cls. A hr. $400. min. 
e. 4.. $50. Roger —_ Duzer, g.m.; Burton 


7 & 
Phoenix, KVAR (12) “T1601 N. Central Ave. 
187,903 b&w. Sce: AMA. 722 c. Cls A hr. $450, 
min. $90, ID $45. Richard 0. Lewis, p. & g.m.: 


rvey, v.p. & c.m 
Tucson, KGUN-TV (9) Box 5147, 190,000 
b&w Sce: sta. 200 c. Cls. A hr. $300, min. 
Temes Foster, v.p. & g.m.; 


k. 
Tucson, KOLD-TV “3) ey 4 pa Drachman St. 
61,000 b&w Sce: sta. Cls. A hr. $300, min. $50, 
1D $25. E. S. Mittendorf, g.m.; Bernie Perlin, 


sls.m. 

Tucson KVOA-TV (4) 209 W. Elm. 64,300 b&w 
Sce: sta. F00 c. Cls. A hr. $250, min. $54, ID 
$27. Otis Cowan, m.; W. R. “Duey” DuBois, 


sls.m. 

Yuma, KIVA (11) Box 1671. 25,000 b&w Sce: 
sta. Cls. A hr. $200, min. $40, ID $20. Leaven- 
worth Wheeler, st.m.; Edward J. Marsett g. 


sls.m. 


ARKANSAS 


El Dorado, KRBB (10) Garrett Hotel, Box 791. 
70,000 b&w Sce: sta. Cls. A hr. $200, min. 





$40, ID $20. Bill Bigley, g.m.; W. C. Womack, 


sis.m. 

Fort Smith, KFSA-TV (22) Southwestern House, 
920 Ave., Box 569. 40,600 b&w Sce: 
sta. - “ hr. $200, min. $40, ID $20, J. W. 
Slates, . & g Roland Hundley, ¢ 


Mm. 
Fort Smith, KNAC-TV (5) 200 Kelly Bidg. 
75,000 b& : sta. Cls. A hr. $250, min. 
$50, ID on, Glenn W. White, g.m.; Rex 


-m. 

Little Rock, KARK-TV (4) 10th & Spring Sts. 
253,879 b&w Sce: sta 350 c. Cls. A hr. $500, 
min. $110, ID $55. Douglas J. Romine, v.p. & 
st. m.; Lee Bryant, c.m. 

Little Reck, KATV (see Pine Bluff) 

Little Reck, KTHV (11) 720 Izard St. 259,276 
b&w Sce: sta. 150 c. Cis. A hr. $450, ote. 


Pine Bluff, KATV (7) 620 Beech St. 236,800 
b&w Sce: sta. Cls. AA hr. $450, min. $90, ID 
= John H. Fugate, g.m.; Oscar Alagood, 
sls.m. 

Texarkana. KCMC-TV (see Texarkana, Tex.) 


CALIFORNIA 


Bakersfield, KBAK-TV (29) P. ©. Box 1448. 
peane® bGw Seas Ge. S. Ad & i = min. 
e710. ID $35. . Constant, 
Bakersfield, KERO-TV (10) 420° 2. Ave. 
165,000 b&w Sce: sta. 550 c. Cls. AA hr. $500, 
min. $100. ID $50. Arthur M. Mortensen, g.m. ; 


Roland T. Kay, sls. m. 
Chico, KHSL-TV (12) 180 E. 4th St. 92,600 baw 
Sce: sta. *c. Cls. A hr. $225, min. $37.50, ID $20. 
F. Woodling, st. m.; George Ross, nat. 


sls.m 
Eureka KHUM-TV (13) March 1958 
KIEM-TV (3) Box 1021, foot of Bay St. 
$8,848 b&w Sce: EIA, ARB & sta. Cls. A 
hr. $250, min. $50 -, — W. Edwin Smith, 


(12) Ty L St. 252 299 b&w 
ie sta. 500 c. Cis. A hr. re min. $150, 
ID $75. Ed J. Frech, st. m.; Bob Klein, g. 


sls.m. 
Fresno, KJEO (47) Box 1708 197,823 b&w Sce: 
PCMB & ARB. 510 c. Cls. A hr. $600, min. 
. Seo Drilling, v.p. & g.m.; 


Fresno, KMJ-TV (24) 1117 = St. 190,000 b&w 
Sce: sta. 1,500 c. Cls. A hr. $600, min. $150, 
ID $75. John Edwards, st. m.; Wilson Lefler, 
nat. sls. serv. m. 

Les Angeles, KABC-TV (7) Prospect & a re 
Aves. b&w Sce: Electrical League of L. 
2,958,475 Cls. A hr. $2,300 cls. AA FA 
$600, ID $300. Selig J. Seligman, g.m.; Elton 
H. Rule. g.sls.m. 

Les Angeles, KCOP (13) 1000 N. Cahuenga Blvd., 
Hollywood. 2,958,475 b&w Sce: Electric League 
of L. A. Cls. A hr. $1,500, min. $425, ID $150. 
Alvin G. Flanagan, g.m.; Amos Baron, sis.m. 

Les Angeles, KHI-TV. (9) 1313 N. Vine St.. 
Hollywood. 2,958,475 b&w Sce: Electrical 
League of L. A. 10,213 c. Cls. A hr. $1,750, 
min. $400, ID $200. John T. Reynolds, v.p. & 
g.m.; Howard L. Wheeler, sls.m. 

Les Angeles, KNXT (2) 1313 N. Vine St. 
2,441,870 b&w Sce: CBS-TV Spot Sales. 9107 
ce. Cis. A hr. $3,500, AA min. $800, AA ID 
pan of Clark B. George, g.m.; Robert D. Wood, 
g.sls.m 

Les Angeles, KRCA (4) Sunset & Vine. 2,300,000 
b&w Sce: NBC Sales. 9,600 c. Cls. AA hr. $3, 
600, 20 sec. $800, ID $375. Thomas C. McCray, 
v.p. & g.m.; James Parks, sls.m. 

Los Angeles, KTLA (5) 5800 Sunset Blvd., 
Hollywood. 2,374,363 b&w Sce: sta. 5,208 ec. 

Cls. A hr. $1, 500, min. $300, ID $150. Lew Ar- 
nold, g.m.; Bob Mohr, sls. m. 

Los Angeles, KTTV (11) 5746 Sunset Blvd. 
2,958,475 b&w Sce: Electric League of L. A. 
Cls. AA hr. $2,000, min. $600, ID $290. 
Richard A. Moore, p. & g.m.; John R. Vrba, 
v.p. chg. sls. 

Oakland, KTVU (2) March 1958 

Redding, KVIP-TV (7) 2770 Pioneer Dr. F4,630 
b&w Sce: Nielsen & sta. 100 c. Cls. A hr. 
$250, min. $42.50, ID $22.50. George C. File- 
harty, p. & g.m.; John Dadiw, loc. sls. m. 

Sacramento, KBET-TV (10) 601-607 Seventh 
Ave. fy b&w Sce: RETMA & sta. 3.225 e. 
Cls. A hr. $850, min. $200, ID $35. John H. 
Schacht, v.p. & g.m.: George J. Kapel, z.sls.m 

Sacramento, KCRA-TV (3) 310 Tenth St. 411,000 
b&w Sce: Nielsen & sta. 4,000 c. Cls. A hr 
$900, min. $225, ID $110. Robert E. Kelly. 
st.m.; Dick Godon, loc. sls. m. 

Salinas, KSBW-TV (8) 238 John St. Box 1651. 
179,131 b&w Sce: ARB & sta. 1.000 c. Cls. A 
hr. $425, min. $90, ID $45. John C. Cohan, 
p. & g.m.: Graham H. Moore. sis. d. 

San Diezo, KFMB-TV (8) 1405 Fifth Ave. 495.- 
000 b&w Sce: S.D. Bureau of Home Appli- 
ances. 250 c. Cls. AA hr. $900, min. —_ ID 
$100. eng A. Whitney, v.p. & g.m.; Bill 
Fox, st. 

San Diego, "KFSD-TV (10) 3642 Enterprise oe. 
$509,727 b&w Sce; sta. 225 c. Cls. A hr. $65¢ 
min. $130, ID $70. William E. Goetze, exec. 
v.p. & g.m.; Jay Grill, vp. & g.sls.m. 

Tijuana, Mex.. XETV (6) 4229 Park Bivd., San 
Diego. tig A b&w Sce.: sta. Cls. AA hr. $800, 
min. $180. ID $80. Julian M. Kaufman, v.p. 
& g.m.; William G. Mueller, bus.m. 

San Francisco, KGO-TV (7) ABC Radio-TV 
Center, 277 Golden Gate Ave. 1,221,000 baw 
Sce: sta. Cls. A hr. $1,250, min. $300, ID $150 
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John H. Mitchell, g.m.; David M. Sacks, 


g.sls.m. 

San Francisco, KPIX (5) 2655 Van Nesa. 
1,236,492 b&w Sce: ARF. 2,000 c. Cin. 
A hr. $1,250, min. $300, ID $150. Philip G. 

, m.; u Simon, sis.m 

Francisco, KRON-TV (4) 929 Mission St. 
1,279,667 b&w Sce: sta. 5,165 c. Cls. A hr. 
$1,700, 20 sec. $500; 8 sec. $250, Harold P. 

See, g.m.; Norman Louvau, sls.m. 
Fran KSAN-TV. (32) pn Market St. 
310,000 b&w Sce: ke Cis. A hr. $115, min. 
atterson, g. m. & sls.m. 


244,000 b&w Sce: Nielsen & sta. Cls. A hr. 
i $60, ID $30. Roger Van Duzer, 
Fran Conrad, sls.m. 

San Luis Obispo, KSBY-TV (6) Mtn. View & 
Hill Sts. 50,000 b&w Sce: sta. Cls. A hr. $200, 
=. $40, ID $20. Frederick F. Beck, st. m. 

Barbara, KEY-T (3) 730 presente Dr. 

90, 379 b&w Sce: ARB & SRDS. Cls. A hr. 

“ min. $90, ID oe ase Cc. D. Bell, p. 

g-m.; Bob Burris, sls. 

ont KOVR aa) 225. E. Miner Ave. 

450,740 b&w Sce: ARF. Cls. A hr. $800, min. 

$190, ID $88. Terry H. Lee, p. & g.m.; Ned 
Smith, g. sls. m. 


COLORADO 

Colorado Springs, KKTV (11) 510 S. Tejon St., 
Box 1078. 80,254 b&w Sce: sta. Cls. A hr. 
$250, min. $60, ID $30. James * Russell, p. & 
g-m.; D. Ellis, , v.p. & nat sis. d. 

Colorado Springs, KRDO-TV a3) "398 S. 8th St. 
44,000 b&w Sce: sta. Cls. $175, min. 
$35, ID $17.50. Harry W. Hoth” Jr., Pp. g.m. 
& sis.m. 

Denver. KBTV (9) 1089 Bannock. 486,087 b&w 
Sce: Rocky Mountain Electrical League. Cis. 
A hr. $750, min. $175, ID $87. Joseph Herold, 
st. m.; Tom Young, c.m. 

Denver, KLZ-TV (7) 131 Speer Blvd. 470,548 
b&w Sce: Rocky Mountain Electrical League, 
1,466 c. Cls. A hr. $750, min. $200, ID $100 
Hugh B. ee p. & g.m.; Jack Tipton, 
st.m. & sls. 

Denver, KOA.TV (4) 1625 Gotiente St. 314,000 

w Sce: sta. 1,800 c. Cls. hr. $750 min. 
$175 ID $87.50. Ralph Radetaky st. m.; 
Richard Harris, g. sls. m. 

Denver, KTVR (2) 550 Lincoln St. 486,087 b&w 
Sce: Rocky Mountain Electrical League. Cls. 
A hr. $100, —, - 1D $50. Hugh Ben La 
Rue, exec. v.p. ; Jay Gardner, sls. m. 

Grand Junction, RREXCTV (5) Hillcrest Manor. 
25,204 b&w Sce: sta. Cls. A hr. $150, min. 
$30, ID $15. Rex G. Howell, p. & g.m.; Robbie 
Robinson, Lg & tv d. Rates include KFXJ- 
TV Montros 

a a KPXI-TV (10) Satellite of _KREX- 

TV Grand Junctio 

Pueblo, KCSJ-TV (5) ‘Big Hill. 57, aor b&w Sce: 
sta. Cls. A hr. $225, min. $45, ID $22.50. Cliff 
Hendrix, exec.d.; Jim Croll, nat. sls. & pgm.d. 


CONNECTICUT 

Bridgeport, WICC-TV (43) Box 9140. 72, ~~ 
b&w Sce: sta. Cls. A hr. $100, min. $20, 
$10. Philip 7, p. & g.m.; suanhins 
Slater, v.p. & sls. 

Hartford, WHCT (as). 555 Asylum St. 346,500 
b&w Sce: sta. Cls. A hr. $700, min. $100, ID 
$50. Harvey J. Struthers, g.m. ; LaMont Thomp- 
son, g. sls. m. 

Hartford-New Britain, WNBC (30) 1422 New 
Britain Ave., West Hartford. 365,000 b&w 
Sce: = 9F0 c. Cls. A hr. $600, AA min. $140, 
AA ID $70. Peter B. ae v.p. g-m.; 
David Scott, nat. sls. 

Hartford, WTIC-TV (3) 26 Grove St. 1,020,400 
b&w Sce: sta. Cls. A hr. $800, min. $130, ID 
$65. Walter C. ~~ ae v.p. & 
Cowper. g. sls. 

New Haven, WNHC-TV (8) — Chapel > 
Box 1859. 974,000 b&w Sce: 500 « 

AA hr. $1,200, min. $270, ID $120. Edward D. 
dei, g.m. ; John Cundiff, sls. m 

Waterbury, WATR-TV (53) 440". Meadow St. 
217,554 b&w Sce: sta. Cls. A hr. $200, min. 
$40, ID $25. Samuel R. Elman, g.m. & c.m. 


g-m. ; Irwin 


DELAWARE 
Wilmington, WVUE-TV (12) Suburban Station 
Bldg., Philadelphia, Pa. 1,600,000 b&w Sce 
sta. Cls. A hr. $1,600, min. $375, ID $187.50. 
J. Robert Kerns, v.p. mng.d.; Lewis P. 
Johnson, g. sls. m. 


DISTRICT OF COLUMBIA 
Washington, WMAL-TV (7) —_ Connecticut 
Ave. NW. 600,000 b&w Sce: sta. Cls. AA hr. 
$1,500, min. $350, ID $175. Frederick S. Hou- 

wink, g.m.; Neal J. Edwards, sls. 
Washington, WRC-TV (4) Sheraton Park Hotel. 
754,000 b&w Sce: sta. 2,500 c. Cls. A hr. 
$800. Carleton 5, Smith, v.p. & g.m.; Joseph 
a - low, sis. d. 
ashington, WTOP-TV (9) Broadcast House, 
bale & Brandywine N. W. 740, 200 b&w Sce: 
CBS. $25,000 c. Cls. A hr. $1,800, min. $400, ID 
rge F. Hartford, v.p. for tv; Robert 
J. Bordley, sls. d. 
Waeshingron’ WTTG (5) c/o wo Hotel, 12th 
& Pennsylvania Ave. NW. 0 b&w Sce: 
sta. Cls. A hr. $1,000, oa "$120, ID $48. 
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James R. Bonfils, g.m.; Martin Callé, sls. m. 


FLORIDA 

Daytona Beach, WESH-TV (2) Box 1712. 181,588 
b&w Sce: sta. Cls. AA hr. $400, min. $90, ID 
$40. Walter Sevense, st. m.; Thomas B. New- 
som, g. sls. 

Fort Myers, WINK-TV (11) Box 1072, 2824 
Palm Beach Blvd. 23,500 — Sce: sta. Cis. 
A hr. $150. A. J. Bauer, & sis. m. 

Jacksonville, WMBR-TV ay “605 S. Main &. 
319,000 b&w Sce: sateiene & sta. 200 c. Cls. 
hr. -_ min. _$160, ID $70. Glenn itarshall 
Jr. & g.m.; Dave Booher, g. sls. m. 

Seusenntile, eWPGA- TV (12) 1070 E. Adams St. 
243,800 b&w Sce: sta. 500 c. Cls. A hr. $600, 
min $150, ID $75. Jesse H. Cripe, v.p.&st.m. ; 

Nimmons, g. sls. m. 

Miami, WCRT (7) Bay Causeway. 
401,000 b&w Sce: ie 1,500 c. Cls. A_ hr. 
$836, min. $157, ID $119. James M. LeGate, 

m.; Robert L. Fidlar, sls. m 

Miami, WITV (17) 228 N. E. “ord St. 290,000 
b&w Sce: Nielsen & sta. Cls. A hr. $500, min. 
$100, ID $50. Mortimer Loewi, g.m.; Mike Kor- 
man, loc. sls. m 
Miami, WPST.TV. (10) 316 NE 21 St. 375,000 
b&w Sce: sta. Cls. A hr. $825, min. $210, ID 
$105. Walter Koessler, g.m.; Bob Hanna c.m. 
Miami, WTVJ (4) 316 N. Miami Ave. 397,0uu 
pot Sce: sta. 2,825 c. Cls. AA hr. $1,000, 20 

. $250, ID $125. ine Ruwitch, v.p. & g.m. ; 
Bill Brazzil, nat. sls. 

Orlando, WDBO-TV 6) 30 S. Ivanhoe Blvd. 
199,000 b&w Sce: EIA & sta. 35 c. Cls. AA 
ae re min. $90, ID $45. Harold P. Danforth, 


ofteae Wt *LOF- TV (9) Feb. 1958 

Panama City, WJDM-TV (7) Box 428, Hwy. 98. 
Panama City Beach. 31,000 b&w Sce: sta. Cls. 
AA hr. $175, min. $35, ID $17. Harry C. Babb, 
st. m.; Milt de Reyna, nat. sls. m 

Pensacola, WEAR-TV (3) Box 7431, Hwy. 90 
West of Pensacola. 152,500 b&w Sce: sta. 20 
ce. Cls. A hr. $240, min. a ID $24. Me! 
bang p. & g.m.; Milt de Reyna Jr., asst. 


st “Petersburg, WSUN-TV (38) wy ¥- 
Pier. 215,500 w Sce. sta. Cls. A hr. $400, 
min. $80, ID $40. Fred P. Shawn, g-m. ; 
Barney Kobres, sls. m. 

Tallahassee-Thomasville, Ga., WCTV (6) 2225 N. 
Monroe, Tallahassee. 134,186 b&w Sce: EIA. 
Cls. AA hr. $350, min. $100, ID $50. L. 
Herschel Graves, g.m.; W. L. Woods, nat, 


sls. m. 
Tampa-St. Petersburg, WFLA-TV (8) 905 E. 
Jackson St., Tampa. 350,000 b&w Sce: SRDS. 
600 c. Cls. A hr. $850, min. $160, ID $80. 
George W. Harvey, v.p. & g.m.; William B. 
ee, sls. m. 
pa, WTVT (13) 3213 Grand Central Ave., 
Bor” 1198. 320,000 b&w Sce: sta. 600 c. Cls. 
hr. $850, min. $220, ID $110. P. A. Sugg, 
zm 7 Haberlan, c.m 
ch, WEAT-TV (12) Box 70. 
140, 000 b&w Sce: Pulse. Cls. A hr. $250, min. 
$50, ID $25. Bertram Yr Jr., exec.v.p. & 
gz.m.: Ed J. Hennessey, g. sls. m. 

West Palm Beach, WPTV A Royal Poinciana 
Plaza. 154, 105 b&w Sce: sta. 182 c. Cls. A 
5 $275 min. $60, ID $30. Bill Woods, nat. 
sls. m. 


GEORGIA 

Albany, WALB-TV (10) Stuart Ave. at Green- 
wood Dr. 82,500 b&w. Sce: EIA & sta. 500 c. 
Cls. A hr. $250, min. $50, ID $25. Raymond 
E. Carow, g.m. 

Atlanta, WAGA-TV (5) 1018 W. Peachtree St., 
NE. 582,690 b&w Sce: sta. 500 c. Cls. A hr. 
$1,000, min. $250, ID $125. Glenn Jackson, 
vp. & =e. d.; John W. Collins Jr., asst. 


mng. d. s 
Atlanta, WLW-A (11) 1611 W. Peachtree St., 
NE. 597,926 b&w Sce: sta. Cls. A hr. $900. 


min. $175, ID $90. — LeBrun, v.p. & g.m.; 
James H. Burgess, sls. 

Atlanta, WSB-TV (2) White Columns, 1601 W. 
Peachtree St. 545,210 b&w Sce: sta. 2,500 c. 
ag A hr. $1, a min. $250, ID $125. John 

Outler Jr. m.; Marcus Bartlett, st. m. 
pe... WIBF (6) Tv Park. 302,600 b&w 
ce: sta. 400 c. Cls. A hr. $350, min. 
$75, ID $37.50. J. B. Fuqua, p.&g.m.; T. J. 
Hennessy. sls. m. 

Augusta, WRDW-TV (12) 1301 Georgia Ave., 
N. Augusta. 228,100 b&w Sce: sta. Cls. A hr. 
$350, min. $75, ID $37.50. J. W. Hicks, g.m.; 
Lou Stratton, sls. m. 

Columbus, WTVM (28) Box 1640, 1307 First 
Ave. 70,211 b&w Sce: ARB, Pulse & sta. 220 
e. Cle. A hr. $300, min. $60, ll $30. Guy 
Tiller, g.m.; Joe Windsor, asst. -sls. 

Columbus, WREL-TV (4) 13F0 13h a 173, 486 
Sce: — *c. Cls. A hr. $400, min. $80, 
$40. J. Woodruff Jr., p. & g.m.; George 
“Red” Jenkine nat. sls. prom. d. 

Macon, WMAZ-TV (13) Bankers Insurance 
Bldg. 126,000 b&w Sce: Nielsen & CBS *c. Cls. 
A hr. $360, min. $72, ID 36. Wilton E. Cobb, 


ik Cro er, ¢.m. 
Rome, WROM-TV (9) Horseleg Mountain, 
174,330 ws oe: 


, = sims. 2 a $15. Ed 
Bldg. 150. F01 b&w Sce: ARF & sta. 100 ec. Cls. 


A hr. $300, min. $60, ID $30. Harben Daniel, 
p. & g.m.; Mack Humpidge, c.m. 








Savannah, WTOC-TV (11) 516 Abercorn St. 
155,785 b&w Sce: sta. 50 c. Cls. A hr. $275, 
min. $45, ID $22.50. W. = meets Jr., p. & 
g-m.; Ben Williams, v.p. 

Thomasville, WCTV (see < Ta Fila.) 


IDAHO 

Boise, KBOI-TV (2) 1007 W. Jefferson St. 
75,900 b&w Sce: sta. Cls. A hr. $250, min. 
$60, ID $25. igre + tna p. & g.m.; 
Earl Glade Jr., st. 

Boise, KIDO-TV (7) Chamber of Commerce 
Bldg. 78,100 b&w Sce: sta. Cls. A hr. $250, 
= $45, = $20. — M. Davidson, p. & 


George Ganz, sls. 
Idaho "Palls, "RID-TV (3) 1335 E. 17th St. 57,708 
b&w Sce: sta. Cls. A hr. $225, min. $55, ID 
ese. Cc. a “Rosy” Layne, g.m.; Claude 


sls. 
Leute. . KLEW- -TV (3) Satellite of KIMA-TV 


Yakima, W: 

Twin Falis yay! (11) Box 432. 25,000 b&w 
Sce: A & sta. Cls. A hr. $175, min. $43.75, 
ID ‘$17. 50. Cecil L. Heftel, v.p. & g.m.; Joe 
Gibney, st.m. 


ILLINOIS 
Champaign, WCIA (3) 509 S. Neil. 403,370 
b&w Sce: Nielsen & sta. *c. Cls. AA hr. $900, 
20 sec. $190, ID $95. A. C. Meyer, p.; Guy 
Main, v.p. & sls. d. 
Chicago, WBBM-TV (2) 630 N. McClurg Court. 


2,631,485 b&w Sce: Electric Assn. of Chicago 
*c. Cls. A hr. $4,500; min. $900, ID $450. 
x. Leslie Atlass, v.p. & g.m.: George Arkedis, 
sls. m. 


Chicago, WBKB (7) 190 N. State St. 2,350,000 
b&w Sce: Nielsen & sta. Cls. A hr. $2,400, 
min. $700, ID $350. Sterling C. Quinlan, v.p.; 
Mathew E. Vieracker, g.m. 

Chicago, WGN-TV (9) 441 N. Michigan Ave. 
2,350,100 b&w Sce: Nielsen & sta. *c. Cls. 

hr. 4 . Ley $450, ID $225. Ward 
Quaal, v ; Bradley Eidmann, sls. m. 

Chicago, WNBQ™ ) Merchandise Mart Plaza. 
2,350,100 b&w Sce: Nielsen & sta. 20,000 c. 
Cls. A hr. $4,000, 20 ase. $900, ID $425, Jules 
Herbuveaux, v.p ‘&g ; Russ Stebbins sls. d. 

Danville, WDAN-TV “24) 1500 N. Washington 
Ave. 74,500 b&w Sce: sta. Cls. A hr. $150, 
min. $25, ID $12. Max Shaffer, st. m.; John 


Decatur, WTVP (17) Box 829—Southside Dr. 
190,000 b&w Sce: Nielsen & sta. Cls. A hr. 
$350, min. $70, ID $35. Ben K. West, st. m. 

Harrisburg. WSIL-TV (22) The Television 
Bldg., 214% W. Poplar St. 37,000 b&w Sce: 
sta. Cls. A hr. $150, min. $30, ID $15. O. L. 
Turner, st. m. 

La Salle, WEEQ-TV (35) 
— Bldg., Peoria. Fred 


re WEEK-TV (43) 2907 Soeheatens Rd. 
275,000 b&w Sce: sta. 1,137 Cls. AA hr. 
$600, min. $120, a $60. Fred C. Mueller, v.p. 


g.m.; John Les sls. 

Peoria, w MBD-TV a1) Feb. 1958 

Peoria, WTVH (19) 234 N. Madison Ave. 20,000 
b&w Sce: sta. 1,000 c. Cls. AA hr. $550, min. 
$110. ID $55. Harold V. Phillips, g.m.; 
William P. Pipher, sls. m. 

Quincy. KHQA-TV (see Hannibal, Mo.) 

Quincy, WGEM-TV (10) Hotel Quincy. 175,000 
b&w Sce: sta. 350 c. Cls. A hr. $350, min. $60. 
ID $30. Joe Bonansinga, g.m.; J. Ben Stewart, 


¢.m. 

Rockford, WREX-TV (13) Auburn & Winnebago, 
247,761 b&w Sce: ARF. 750 c. Cls. A hr. $400, 
min. $80, ID $40. J. M. Baisch, g.m.; A.J. 
Bilardello, sls. m. 

Rockford, WTVO (39) N. Meridian Rd. 140,000 
b&w Sce: sta. *c. Cls. A hr. $300, min. 
$60, ID - Harold Froelich, g.m.; Edward 
Ruppe, sls. 

Rock Island, WHBF-TV (4) Teleco Bldg., 231 
18 St. 397,450 b&w Sce: EIA & CBS. 1,205 
ce. Cls. AA hr. $800, 20 sec. $200, ID $100. 
Leslie C. Johnson, Ae g-m.; Maurice Cor- 
ken, asst. g.m. & s 

Springfield, wIics Ser 523 E. e a Ave. 
108,000 b&w Sce: sta. 100c. Cls. A hr. — 
we: ay ID —_ Sees D. Friedland, g.m. 


m R. Kin 
Springheld, WMAY- Vv (36) Spring 1958 


Commercial Nat‘! 
C. Mueller, v.p. & 


INDIANA 
Anderson, WCBC-TV (61) Feb. 1958 
Bloomington, WTTV (4) 3490 Bluff Rd., In- 
dianapolis. 510,209 b&w Sce: sta. Cls. A hr. 


$1,000, min. $180, ID $90. Sarkes Tarzian, p. 
Frank Willis, nat. sls. m. 
Elkhart WSJV (52) 3600 Oakland Rd. 
215,814 b&w Sce: ARF & sta. Cls. A hr. $300, 
min. $60, ID $30. Paul C. nainet, v.p. & g.m.; 

Vincent T. Doyle, nat. sls. 

Evansville, WFIE-TV (14) i118 Mt. Auburn Rd. 
157,329 b&w Sce: sta. 273 c. Cls. A hr. 
$350, min. $70. ID $35. E. Berry Smith, v-p. 
& g.m.; Lee Browning, g. sis ™. 

Seneantieenienet. Ky., WEHT (50) Box 
395. 158,263 b&w Sce: sta. 210 c. Cls. A hr. 
- ig $80, ID $40. Edwin G. Richter Jr., 

& gz. : Howard Duncan, sls. m. 

Suanavilia, “WTVW (7) 405 Carpenter St. 210,000 
b&w Sce: sta. Cls. A hr. $3°0, min. $70, ID 
$35. Dick Shively, m.; Bill Spillman, sls. m. 

Fort Wayne, WANE-TV (15) West State Blvd. 
& Broadcast St. 196,930 b&w Sce: sta. 300 c. 
Cls. AA hr. $&00, min. $110, ID $55. R. Morris 
Pierce, mng.d.; John Keenan, sls.d. 





a A 































Fort Wayne, WKJG-TV (33) 220 E. Jefferson 
St. 200,514 b&w Sce: sta. 1,000 c. Cls. A hr. 
0686, min. $90, 1D $45. Edward G. Thoms, 

v.p. & g.m.; Carleton B. Evans, c.m 

Fort Wayne, WPTA-TV (21) Box 838. 209,100 
b&w Sce: sta. Cls. A hr. $400, min. $80, ID 
a | eee R. Ross, g-m. ; Richard D. Morgan, 

Indianapolis, WFBM-TV (6) aaee N. Meridian. 
729,600 b&w Sce: sta. 7,500 c¢. Cls. A hr. 
$1,200, min. $225, ID a Eldon Campbell, 


v.p. & g.m.; Don Me nke, 

Indianapolis, WISH-TV is), m440 N. Meridian 
St. 725,285 b&w Sce: sta. 3,000 c. Cls. AA hr. 
$1,300, min. $300, LD $150. Robert B. McCon- 
nell, v.p. & g.m.; George W. Diefenderfer 
Jr., nat. sls. serv. d. 

Indianapolis, WLW-I (13) 714 Merchants Bank 
Bldg. 710,000 b&w Sce: Nielsen & sta. 5,000 
ec. Cls. A hr. $1,100, min. $200. ID $100. John 
Babcock, asst. g.m., Bob Lamb, sls. m. 

Lafayette, WFAM-TV (59) McCarty Lane. 50,- 
000 b&w Sce: sta. 75 ec. Cls. hr. $200 
min. $40, ID $20. Henry Rosenthal, st. g.m. ; 
Dick Pittenger, c.m 

Muncie, WLBC-TV (49) Radio Center, Box 271. 
107,260 b&w Sce: sta. ‘at - Cls. A hr. $225, 
min. $50. W. F aig, 

Seuth Bend. WNDU-TV (16). Box 989. 220,000 
b&w Sce: sta. 800 c. Cls. A hr. $500, min. 
$100, ID $50. Bernard C. Barth, v.p. & g.m.; 
William Thomas Hamilton, sls. m. 

South Bend, WSBT-TV (34) Broadcast Center, 
300 W. Jefferson Blvd. 185,000 b&w Sce. sta. 
50 c. Cls. AA hr. $500, _ $100. Neal B. 
Welch, g.m.; Will Darch, 

Terre Haute, WTHI-TV (10) “918 Ohio St. 251,- 
970 b&w Sce: Nielsen & sta. 75 c. Cls. A hr. 
$500, min. $100, ID $50. J. M. iieoinn, g.m. ; 
George A. Foulkes, nat. sls. m. 


IOWA 

Ames, WOI-TV (5) Service Bidg., Iowa State 
College Campus. 330,000 b&w Sce: sta. *c. 
Cls. A hr. $650, min. $140, ID $70. Robert C. 
Mulhall, g.m.; Don Peterson, nat. sls. m. 

Cedar Rapids, KCRG-TV (9) First Ave. at First 
St. SW. 331,512 b&w Sce: EMA & sta. Cls. 
A hr. $425, min. $85, ID $42.50. Frank T. Nye, 
g-m.; Richard J. Butterfield, sls.m. 

Cedar Rapids, WMT-TV (2) Paramount Theatre 
Bldg. 344,380 b&w Sce: Nielsen & sta. *c Cis. 
AA hr. $625, min. $125, ID $62.50. William B. 
Quarton, exec. v.p. g.m.; Lewis Van 
Nostrand v.p. sls. 

Davenport, WOC-TV (6) 805 Brady St. 422,800 
b&w Sce: sta. 5,000 ec. Cls. A hr. $600, 
min. $150, ID $75. Ernest C. Sanders, res. m. ; 
Mark Wodlinger, sls. m. 

Des Moines, KRNT-TV (8) KRNT Center, 9th & 
Pleasant Sts. ¢ *c Cls. A hr. $700, min. $160, 
ID $80. Robert W. Dillon, v.p. & g.m.; Paul 
M. Elliott, c.m 

Des Moines, WHO-TV (13) 1100 Walnut St. 
347,000 b&w Sce: sta. 1,500 c. Cls. A hr. 
$700, min. $150, ID $75. Paul A. Loyet, 
v.p. & res. m.: Robert H. Harter. sls. m. 

Ft. Dodge, KQTV (21) 912 ist Ave. S. 47,322 
b&w Sce: sta. Cis. hr. $150, min. $40, 
ID $25. Edward Breen, p.&g.m.; Rollie Camp, 


sls. m. 

Mason City, KGLO-TV (3) 2nd & Pennsylvania. 
127,780 b&w Sce: Nielsen & sta. Cls. A hr. 
$350, min. $70, ID $35. Herbert R. Ohrt, exec. 
v.p. & g.m.; Lloyd D. Loers, sls. m. 

Ottumwa, KTVO (see Kirksville, Mo.) 

Sioux City, KTIV (4) 10th & Grandview. 
241,821 b&w Sce: sta. 1,000 ¢. Cls. A hr. 
$350, min. $75. ID $37.50. Dietrich Dirks, 
p. & g.m.; Gene Flaherty, v.p. & sls.m. 

Sioux City, KVTV (9) 7th & Douglas St. 
229,330 b&w Sce: sta. 500 c¢. Cls. AA hr. 
— min. $100, ID $50. Donald D. Sullivan, 

& g.m.; Robert B. Donovan, c.m. 

Waterloo, KWWL-TV (7) Insurance Bldg., E. 
4th & Franklin. 331,512 b&w Sce: sta. 
1,000 c. Cls. AA hr. $625, min. $125, ID $62.50. 
5 J. McElroy, g.m., James S. Dugan, nat. 
sls. m. 


KANSAS 


te KTVC (6) Satellite of KAKE- 
ic 

Garden City, KGLD-TV (11) Feb. 1958 
Goodland, KWGB-TV (10) Feb. 1958 

Great Bend, KCKT (2) Box 182, 4 miles N. on 
wy. 281. 105,600 b&w Sce: sta. 1,000 ec. 
. A hr. $300, min. $60, ID $30. Victor E. 
Baum, ane. a; E. L. Kuhlman, opertns. m. 


& sis. 

Pittsburg, 1 KOAM-TV (7) Box 608. 161,851 b&w 
Sce: sta. Cls. A hr. sore, min. $60, ID $30. 
R. E. Wade. gm. & sls. 

Topeka, WIBW-TV (13) Bey 119. 223,956 b&w 
Sce: Electric Assoc. of K. 350 c. Cls. A hr. 
2 min. $96, ID $48. Thad =~ A seumeucan 

Ray Senate, sls. coordina 
Wichita, KAKE-TV (10) 1500 N. “West, 265, 7 
w Sce; sta. Cls. A hr. $600, min. $135, 
$68. Martin Umansky, Mags & g.m.; the 
D. Waldron, nat. sls. 

Wichita, KARD-TV (3) "338 N. Main. 288,111 
b&w Sce: sta. 2,000 c. Cls. AA hr. $650, min. 
$150, ID _ Wm. - ceeer, exec, v.p. & g.m.; 
Don Sbarra, v.p. sls. 

Wichita-Hutchinson, KTVH 2) 1800 N. Plum, 

Hutchinson. 255,000 b&w Sce: sta. 500 ec. 

Cls. A hr. $575, min. $135, ID $67.50. Howard 

O. Peterson, g.m.; Eugene F. Gray, g. sls. m. 









Raymond E. Carow, formerly sales 
manager of WALB-Tv Albany, Ga., has 
been appointed general manager of the 
station by James Gray, president. 
The appointment became effective the 
first of the year. 


KENTUCKY 

Henderson, WEHT (see Evansville, Ind.) 

Lexington, WKXP-TV (27) Broadcast Central. 
Cls. A hr. $251.30, min. $41, ID $25.10. Fred- 
erick Gregg Jr., p. & g.m.; Miller Welch, c.m. 

Lexington, WLEX-TV (s)" 134 N. Limestone 
St. ¢ Cls. A br. $218.50, min. $35.65 ID $21.85. 
Earl L. Boyles, exec. v.p. & g.m.; Jim Pen- 
nock, sis. m. 

Louisville, WAVE-TV (3) 334 E. 
ar b&w Sce: Nielsen ay sta. 12,000 c. = 
A hr. $1, 025, min. $230, ID $115. Nathan Lord 

<2 & m Ralp h — ¢.m. 

Lou ville, ‘WHAS-T V (11) 525 W. Broadway. 

Cls. A hr. $1,000, min. $200, ID $100. Vic- 

tor A. Sholis, v.p. & d.; Albert J. Gillen, sls. 


Paducah, WPSD-TV (6) 100 Television Lane, 
Box 1037. 150,000 b&w Sce: sta. 2,000 c. Cls. 
A hr. $400, min. $80, ID $40. Sam Livingston, 
g.m.; Charles M. Neel, sls. m. 


Broadway. 


LOUISIANA 


Alexandria, KALB-TV (5) 6th & Washington 
Sts. 126,400 b&w Sce: sta. Cls. A hr. $250, 
min. $50, ID $25. Willard L. Cobb, g.m.; 
Marvin Reuben, nat. sls. m. 

Baton Rouge, WAFB-TV (28) 929 Government 
St. 105,000 b&w Sce: sta. Cls. A hr. $250, min. 
$50, ID $25. Tom E. Gibbens, p. & g.m.; Mer- 
vyn Rhys, c.m. 

Baton Rouge, WBRZ (2) 1650 Highland Rd. 
229,100 b&w Sce: Nielsen & sta. 500 c. Cls. A 
hr. $300, min. $65, ID $32.50. John H. Bone, 
g.m.; Guy Corley, g. sls m 

Lafayette, KLFY-TV (10) 1301 Oak Ave. 185, om 
b&w Sce: SRDS 2,698 c. Cis. A hr. $250, min. 
$50, ID $25. Dierrell Hamm, g.m.; Sterling 
Zimmerman, g.sls.m. 

Lake Charles, KPLC-TV (7) 320 Division St. 
175,950 b&w Sce: sta. Cls. A hr. $250, min. 
= = ID E aught Pelham Mills Jr., g. m.; Art 

eube 

aa Charles, KTAG-TV (25) 645 15th St., Box 

62,167 b&w Sce: sta. Cls. A hr. "$150, 

4 $25, ID $12.50. Raymond ee g-m. ; 
Harper Clarke, asst. m. & sls. 

Vv (8) KNOE Ra. f= 1713. 


Monroe, KNOE-T 
300,000 ge 3 Sce: sta. 100 c. Cls. AA hr. $400, 
min. $80, ID $40. Paul H. Goldman, a 


g-m.; Jack Ansell Jr., tv sls. & p 

New Orleans, WDSU-TV (6) 520. "Royal St. 
436,813 b&w aor sta. 1,400 c. Cls. A hr. 
$900, min. wtng ID $85. Robert D. Swezey, 
exec. v.p. & g ; Louis Read, v.p. & c.m. 

New Orleans, WIMR-TV (20) 1500 Canal St. 
175,000 b&w Sce: sta. 500 c. Cls. A hr. $450 
min. $60. ID $40. George A. Mayoral, v.p. & 

g.m.; Paul Reville. sls. & e¢.m. 

New yg WWL-TV (4) 1024 N. Rampart St. 
Cis. hr. —_ min. $150, ID $75. Howard 
EN - 

Shreveport, KSLA-TV (12) P.O. Box 92, Wash- 
ington Forge Hotel. 240.000 Sce: sta. 1,000 ec. 

_A = ¢5, pate Ae ID $50. Winston B. 

inam Flett, sls. m. 

Pa mY ag KTBSTV *(3) 312 E. Kings we. 

316,023 b&w See: EIA & sta. 1,000 c. Cls. 

hr. $500, min. $125, ID $62.50. Patrick 7 

White. st.m.; Joe B. Foster, c.m. 


MAINE 
Bangor, WABI-TV (5) 55 State St. 110,000 b&w 
Sce: sta. 350 c. Cls. A hr. $325, min. $65, ID 
$35. Richard Bronson, m.; Robert McCausland, 


sls. m. 

Bangor, W-TWO (2) 7 Main St. 108,000 b&w 
See. CBS. *c. Cls. A hr. $300, min. $60, ID $30. 
Murray Carpenter, o. & g.m.; Rudolph Mar- 


coux, v.p. 


& bus 


Poland Spring, WMTW (8) Riccar Inn. 288,000 


b&w Sce: Nielsen. Cls. 


A hr. $400, min. $80, 


ID $40. John H. Norton Jr., v.p. & g.m.; Car- 


ter Knight, rgnl. sls. m. 
Portland, WCSH-TV (6) 157 High St. 238,000 
b&w Sce: Nielsen & sta. 400 c. Cls. A hr. 


$500, min. $100, ID $50. William H. Rines, 


v.p. & mn 
Portland, WGAN-TV 


g. d.; Jack 


190,000 b&w Sce: 
ose8, min. $100, ID $50. Creighton E. Gatchell, 


$25. 


b&w Sce: 


g-m. 


v.p. Richard E. m. 
Presque Isle, WAGM-TV (8) 489 Main St. 
b&w Sce: sta. Cls. 
Ted Coffin, st. 


(13) 
sta. 100 c., 


Bates, 


Ah 
m. 


r. $250, 


MARYLAND 
Baltimore, WJZ-TV (13) Television Hill. 734,134 


sta. Cls. A hr. 
ID $112.50. Larry H. Israel, 


Dougherty, sls. m. 
Baltimore, WBAL-TV (11) 2610 N. Charles St. 


741,543 b&w Sce: 


Baltimore, 


WMAR-TV 


745,727 b&w Sce: 
$1, 500, —_ fae ap Gave. E. K. Jett, v.p. & 


tvd.; E. 
Salisbury, WEOCTV Mcaey Radio-Tv Park, 57,- 


315 b&w Sce: 
$37.50, 
sls. m.; 


nat. 


Adams, 


1,507,149 b&w Sce: 
$2,500, 
Grath, v.p. 


sta. 45c. Cls. 


$1,10€ 


S. Atwood, tv. st. 
390 Congress 
Cls. 


sls. 


min. 
; Forrest Craig ; 


), min. 
£.m.; 


™. 
AA hr. 
50,000 


ID 
m. 


$50; 


sls. 


99 = 


220 


Joseph P. 


sta. 650 c. Cls. A hr. $1,500, 
min. $350, ID $175. Leslie H. Peard Jr. v.p. & 
st. m.; Willis K. Freiert, asst. st. m. & sls. m. 


sta. 2,417 c. 


Ah 


ID $20. Charles J. Truitt, 


H. Wendell Henry, 


MASSACHUSETTS 


min. 


v.p. & sis. 
Boston, WNAC- TV (7) 21 Brookline Ave. 1,458,- 
*c. Cls. A hr. $2,200, min. 
ID $170. Norman Knight, 
g-m.; Thomas H. Bateson, sls. 
sls. 
Boston, 


900 b&w Sce: 
$380, 


ce I. G 


(19) Len Lavendol, 
. 4 


$500, 
& mng. d.; 


sta. 


res. ™m 


1170 Soldie 


ARF & 


sta. 


10,000 ec. 
ID $250. William B. 
Alexander M. Tanger, 


r. 
Vv 


loc. 


(2) 2 W. Redwood St. 
Cls. 


A hr. 


$200, min. 
p., g-m. & 
sis. m. 


Satellite of 


ors 


Ja 


exec. 
serv. 


Cls. 


Field ~ 


sta. 64 c. Cls. 


Ave 
A hr. 
Mc- 


mes 


vp. & 
& nat. 


"‘WMUR-TV (see Manchester N.H.) 
a WRLP (32) Box 32, Northfield Wal- 


ree 
Satellite of WWLP Springfield. 


m, st. m.; Philip J. Renison, sls. m 


JAMIESON 


FILM COMPANY 


38 


5 
4 


5 


Bryan 
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Springfield-Holyoke, WHYN-TV (40) seen Liber- 
x. * 20, b&w Sce: ARB & 572 c. 
A hr. $600, min. $140, = Leal “Charles N. 

DeRose, g.m.; Patrick J. 
eld, = he 


) 
b&w Sce: sta. 6 Cls. AA hr. $600, min. 
$140, ID $60. Willian L. Putnam g.m. & 
treas.; James H. Ferguson Jr. g. sls. m. 


MICHIGAN 
Bay City, WNEM-TV (5) 814 Adams. 580,536 
b&w Sce: RETMA 3,500 c. Cls. A hr. $680, 
Yr $135, ID $67.50. James wd see Pp. 


Cadi, rere, &. Travis, v.p. & ass 

ww (13) 417 N. Mitchell § Si. 390.000 

w Sce: sta. Cls. A hr. $350, min. $70, ID 

Had Gene Ellerman, v. ; a a oe m.; Daryl 
bastian, asst. g.m. prom. 

Detroit, CKLW-TV i) 3300, , Bldg. 
1,600,000 b&w Sce: sta. Cls. A hr. $1,200, min. 
$240, ID $95. J. E. Canoe, p. & g.m.; 
Norman Hawkins, nat. sls. 

Detroit, WJBK-TV (2) 7441 Second Ave. ee 
000 b&w Sce: SRDS. 15,000 Cls. hr. 
$2,600, min. $850, ID $325. Bill Maichacs, 

<a & mng. d.; Keith T. McKenney, loc. sls. 


Detroit, WW4J-TV (4) 622 W. tation. 1,860, 000 
b&w Sce: sta. 8,500 c. os $2, 400, min. 
$600, ID $300. Edwin K Ne henler, g-m.; Don 


root, asst. ¢.m 

Detroit, WXYZ-TV (7) 1700 Mutual Bldg. 1,610,- 
000 b&w Sce: Nielsen & sta. Cls. AA hr. 
Me oe’ min. $550, ID $220. James G. Riddell, 

Ralph Dawson, tv sls. d. 

Fiat SWIRT (12) Feb. 1958 

Grand Ra) Rapids, WOOD-TV (8) 120 College Ave. 
SE. 575,961 b&w Sce: Nielsen & EMA 700 
ce. Cls. A hr. $1,175, min. $250, ID $125. 
Willard Schroeder, p. & g.m.; Arthur Swift, 
g.sis. m. 

Kalamazoo, WKZO-TV (3) ae W. Michigan. 
691,120 b&w Sce: Nielsen & sta. 1,900 c. Cls. 
A hr. $1, ~~ min. $2 _ ID $iis. Carl E. Lee 
v.p. & mn ‘d.; Donald W. DeSmit Jr., sls. m. 

Lansing, WIJIM-TV (6) igexo E. Saginaw. 450,000 
b&w Sce: Nielsen & sta. 600 c. Cls. A hr. $900, 
min. $180, ID $90. ~y >t F. Gross, p. & g.m.; 
Gar Meadowcroft, g. 

Marquette, WDMJ-TV *8) 249 W. Washington 
St. 65,000 b&w Sce: ARB & EMA. Cls. A 
hr. $200, min. $40, ID $20. ~ H. Treloar, 
g.m.; Robert Luke, st. & sls. 

Saginaw. Wy ay Fig Me, 221 3. Washington 
Ave. 160,600 b&w Sc 150 c. Cls. A hr. 
$375, ~~ $75, ID $37. bo. S Willem J. Edwards, 
p. & g.m.; Robert M. Chandler, c.m. 

Traverse City, WPBN-TV (7) 314 Front St. 69,- 
228 b&w Sce: sta. 75 c. Cls. A hr. $140, min. 
$26.50, ID $14.50. Robert E. Detwiler, m. 


MINNESOTA 


Austin, KMMT-TV (6) 218 Bradley Bldg., 10 E. 
Superior St. 140,678 b&w : Nielsen & sta. 
Cls. A hr. $200, min. $30, ID $18. Don E. 
Inman, st. m.; Don Jones, sls. m 

—_ KDAL-TV (3) 10 E. Superior St. 151, 000 

Sce: CBS. *c. Cls. hr. 50, min. 
$191.25 -25, ID $45. Odin ee, v.p. & g.m.; 
Grandy, sls. m. 

Dalath-s uperior, Wis., WDSM-TV (6) 230 E. 
Superior St. Duluth. 148,000 b&w Sce: 
sta. 350 c. Cls. A hr. 3450, min, $90, 
4 $45. C. D. Tully, g.m.; Carlo Anneke, g. sls. 


wiemeratie. KMGM-TV (9) Foshay Tower, 600,- 
000 b&w Sce: sta. Cls. A hr. $1,000, min. 
$200, ID $80. Don Swartz, g.m.; Milton J 
Westerman, oes sls. m. 

Minneapolis-St. P; KSTP-TV (5) 3415 Uni- 
versity Ave., St. Bell 700,118 b&w Sce: sta. 
200 c. Cls. A hr. $1,000, min. $250, ID $125. 
me “f * Hubbard, p. & g.m.; Marvin Rosene, 


sls. 

a my WCCO-TV (4) ° > 9 St. 691,900 
b&w Sce: sta. 400 c. Cls. A $1,600, min. 
$400, ID $160. F. Van Konynenbure, exec. 
v.p.; Robert N. Ekstrum 

Minneapolis, WTCN-TV tit). * 9995 Dean Blvd. 
553,610 b&w Sce: Nielsen & sta. Cls. A hr. 
$900, min. $170, ID et Phil Eeiinen, v.p. & 

g.m.; James R. Hoel, sls. 

Rechester, KROC-TV (ae). 100 ist Ave. Bldg. 
165,000 b&w Sce; - 150 c. Cls. A hr. $250, 
min. $50, ID $25. G. David Gentling, g. m.; 
Will Jackson, sls. a 


MISSISSIPPI 
Condes. WCBI-TV (4) Gilmer Hotel. 80, an 
b&w 2 sta. Cls. A hr. $180, min. $35, 
9 . B. Hinman, st. m.; W. W. Whitheld, 


Hattiecbars, WDAM-TV (9) Hiway 11, N, 78,- 
200 b&w Sce: sta. 251 c. Cls. A hr. ‘$175, 
min. $35, ID $17.F0. ——— Reuben, v.p. & 
g.m.; Jerry Keith, sls. 

Jackson, WITv cs Box 8187. 226,725 b&w 
Sce: sta. *c. Cls. A hr. $400; min. $90, ID $45. 

F. Alexander, o m. & nat. sls. m.; 
Bill Carlier, loc. sls. 

Jackson, WLBT (3) 715 s. “Jefferson St., 226,725 
b&w Sce: sta. 350 c. Cls. A hr. $400, min. $90, 
ID $45. Fred L. Beard — Frank Gentry, 


eridian, WTOK-TV (11) Southern Bldg., Box 
1771. 96,171 b&w Sce: sta. *c. Cls. A hr. 
$275, min. $55, ID $27 “50. Robert F. Wright, p. 
& g.m. W. B. Crooks Jr., v.p. & c.m. 





Raymond W. Welpott, manager of 
WKy-Tv-AM Oklahoma City, has been 
elected vice president of the WKY 
Television System, it was announced by 
P. A. (Buddy) Sugg, executive vice 
president. The WKY System operates 
wsFa-Tv Montgomery and wtvt Tampa 
in addition to the Oklahoma City sta- 
tions. 


Tupelo, WTWV (9) Beech Springs Rd. 100,000 
b&w Sce: sta. 25 c. Cls. A hr. $150, min. $30, 
ID $18. Frank K. Spain, p. & g.m.; Charles H. 
Hills Jr., ¢.m. 


MISSOURI 


Cape Girardeau, KFVS-TV (12) 324 Broadway. 
167,674 b&w Sce: sta. 150 c. Cls. AA _ $600, 
min. $125. Robert O. Hirsch, st. m.; Jack 


Ramey, sls. m. 

Columbia, KOMU-TV (8) Highway 63 South. 
105,950 b&w Sce: sta. Cls. A hr. $200, min. 
$40, ID $20. Edward C. Lambert, g.m.; John 
oO. Conwell, ¢.m. 

Hannibal, KHQA-TV (7) 510 Maine, Quincy, 
Ill. 174,880 b&w Sce: Nielsen & sta. 124 c. Cls. 
A hr. $350, min. $70, ID _ Walter J. Roths- 
child, g.m. A —_ sls. m.; Merritt Milligan, 
asst. m. & pi 

jaan City. oTERCG-TV (13) Callaway Hills 
Farms, Hwy. 54 N. 127,013 b&w Sce: sta. 
Cls. A hr. $200, min. $40, el $20. Robert 
Blosser, g.m.; Ron Maxwell, sls. 

i KODE-TV (12) 1928 w. “Tsth. 143,528 

ce: sta. 50c. Cls. A hr. $300, min. 
sens 50, ID $30. a D. Burke, v.p. & g.m.; 
D. T. Knight, sls. 

Kansas City, KCMO- TV (5) 125 E. Sist St. 
502,050 b&w Sce: Nielsen. 2,500 c. Cls. AA hr. 
$1,400, min. $300, ID $150. E. K. Hartenbower, 
g.m.; S. B. Tremble, c.m. 

Kansas City KMBC-TV (9) KMBC bldg., llth & 
Central. 494,323 b&w Sce: sta. 110 c. Cls. A 

hr. $480, min. $160, ID $80. John T. 

— v.p. g.m.; George J. Higgins, 

Kansas City, WDAF-TV (4) 3030 Summit St. 
677,159 b&w Sce: Electric Assn. of K.C. 2,369 
e. Cls. A hr. $1,060, min. $212, ID $106. 
William A. Bates, st.m.; E. Manne Russo, 


sls.m. 

Kirksville, KTVO (3) 209 E. 2nd St., Ottumwa, 
Ia. 222,954 b&w Sce: sta. Cls. A hr. $300, 
min. $60, ID $30. Berg Allison, st.m.; Elmer 
Smith, c.m. 

St. Joseph, KFEQ-TV (2) 40th & Faraon Sts. 
200,805 b&w Sce: K. C. Electric Assn. Cls. A 
- $300, min, $60. = =. Ted Nelson, g.m. ; 

A. Wayne Beavers 

St. Louis KSD-TV (5) “Tint Olive St. 967,000 
b&w Sce: sta. *c. Cls. A hr. $1,200, min. 
$300, ID $150. Harold Grams, st. m.: Guy E. 
Yeldell, sis.m. 

St. Louis, KTVI (2) 5915 Berthold Ave. 967,500 
b&w Sce: sta. Cls. AA hr. $1,000, min. $250, 
ID $125. J. J. Bernard, v.p. & g.m.; John 
Hyatt, sls. m 
e KWE-TV (4) 1215 Cole St. ¢ * Cls. A 
hr. $1,500, min. $330, ID $165. Robert T. 
Convey, p. & g.m.; V. E. Carmichael, v.p. & 


Sedalia, KDRO-TV (6) —_ w- Broadway. 67,- 
000 b&w Sce: sta. Cls. A hr. $200, min. $30, 
. $25. Le Chapman, g.m.; Max Cassing, 
sls.m. 

Springfield, KTTS-TV (10) 330 E. Walnut. 
111,188 b&w Sce: ARF & sta. 258 c. Cls. A 
5 $325, =. hw 25, D $32.50. G. Pearson 

ard, v.p 

Springfield. KYTV ™3) 999 W. Sunshine. 114,914 

b&w Sce: sta. 200 c. Cls. A hr. $325, min. 


$81.25 ID $32.50. R. L. Stufflebam co-m. & 
e.m.; Carl Fox, co-m. 





MONTANA 

Billings, KGHL-TV (8) 1958 
Billings, KOOK-TV (2) Box 2557. 39,500 b&w 
Sce: Nielsen & sta. Cls. A hr. $200, min. $45, 
k, exec. v.p. g-m. ; 


John H. 
Butte, KXLE-TV “~ ™ i003 S. Montana. 52,572 
b&w RF & sta. Cls. A hr. $200, min. 
$40, ID $20. E. B. Craney, st.m.; Arne Anzjon, 


sls.m. 

Glendive, KXGN-TV (5) Box 200. 3,000 b&w 
Sce: sta. Cls. A hr. $125, min $25, ID $12.50. 
Daniel C. Palen, g.m.; Karl Johnson, sls.d. 

Great Falls, KFBB-TV (5) Box 1139. 33,200 
b&w Sce: sta. Cls. AA hr. $200, min. $40, ID 
$20. J. P. Wilkins, p. & g.m.; W. C. Blanch- 
ette, st.m. & c.m. 

Helena, KXLJ-TV (12) Satellite of KXLF-TV 


Butte. 

Kalispell, a -~w¥ (9) Box 439. 12,500 b&w 
Sce: sta. Cls. A hr. wis, min. = ID $10. 
Richard V. Vick, v.p., & sis. 

Missoula, KMSO-TV (ig) 340 w. Main 42,000 
b&w Sce; sta. Cls. A hr. $200, min. $40, ID 
$20. A. J. Mosby, p.; S. John Schile, gm & 

.m. 


NEBRASKA 
Hastings, KHAS-TV () Box 476. 109,112 ot 
Sce: sta. *c. Cls. A hr. oon, min. $43.75 . ID 
= 38. Duane L. Watts, g. m. sis. 
Sp og (4) Satellite of 
ROTA-TV Rapid City, S. D 
Hayes Center, KHPL-TV (6) — Satellite of 
KHOL- 


Kearney. 
earney, 5 x aay (a) 414 E. Ave., Holdrege. 
119 000 b&w 50 c. Cls. A hr. 7 
min. $60, ID a. ‘yack Gilbert st. m. & sls. 
Lincoln, KOLN-TV (10) 40 & W. 223, ~ baw 
Sce: EIA. Cls. A hr. $350, min. $70, $35. 
a ae Ebel, v.p. & g.m.; Lester e Rau, 


Pn Ly ‘KETV (7) 27th & Douglas Sts. 300,400 
b&w Sce: sta. Cls. A hr. $700, min. $140, ID 
$70. Eugene S. Thomas v.p. & g.m.; Robert 
Paxson, sls.m. 

Omaha, KMTV (3) 2615 Farnam St. 422,000 
b&w Sce: Neb-Ia. Elec. Council. 3,800 c. Cls. 
A hr. $900, min. $225, ID $115 Owen Saddler, 
exec. v.p. & g.m.; Arden E. Swisher, g. sls. 


m. 

Omaha, WOW-TV (6) eareeies Bldg. 422,000 
b&w Sce: sta. *c. Cls. A hr. $735, min. 5; 
ID $80. Frank ks Fogarty, v.p. & g.m. 
Ebener, tv sls. 

Scottsbluff, KSTF. (10) Satellite of KFBC-TV 
Cheyenne, Wyo. 


NEVADA 


Las Vegas, KLRJ-TV (2) 4850 Henderson Hi- 
Way. 33,141 b&w Sce: sta. 412 c. Cls. A hr. 
$275, min. $50, ID $30. ey D. Stiles, g.m. ; 
Ralph Johnson, loc. sls. m. 

Vegas, KLAS-TV 48) Wilbur Clark’s Desert 
Inn. 32 ‘eA b&w Sce: sta. Cls. A hr. $250, 
min. $50, ID $25. Marian Y. Komar, g.m. 
nat. sls.m.; Alex Gold, loc. sls. m. 

Las Vegas KSHO-TV (13) El Rancho Vegas 
Hotel. 22,000 b&w Sce: sta. Cls. A hr. $200, 
min, $40, ID $20. Jean Paul King, g.m.; Jay 
Cowan, c.m 

Reno, KOLO-TV (8) 770 E. Fifth. 56,000 b&w 
Sce: ARB & RAB. Cls. A hr. $300, min. $60, 
ID $30. Harry Huey, g-m.; Lee D. Hirshland 
st. m. 


NEW HAMPSHIRE 


Manchester, WMUR-TV (9) 1819 N. Elm _ St. 
1,127,959 b&w Sce: EIA. Cls. A hr. $700 
min. $165, ID $70. Norman A. Gittleson, exec. 
v.p. & g.m.; Gordon Moore, nat. sls.m. 

Mt. Washington, WMTW (see Poland Spring, 
Me.) 


NEW JERSEY 


Newark-New York, N.Y., WATV (13) 515 Madi- 
son Ave., N.Y. 4,730,000 b&w Sce: sta. Cls. A 
hr. $1,500, min. $300, ID $150. 
——— p. & g.m.; Edward 
sls. m. 


Irving R. 
Cossman, g. 


NEW MEXICO 


Albuquerque, KGGM-TV (13) 1414 Coal Ave. 
S.W. 108,077 b&w Sce: sta. 550 c. Cls. A hr. 
$400, min. $85, ID $45. A. R. Hebenstreit, p. 

g.m.; Ralph C. Rhoads, sls. & asst. m. 

Aiea, KOAT-TV (7) 122 Tulane Dr. SE. 
100,000 b&w Sce: sta. Cls. A hr. $300, min. 
$44, ID $22. William F. een, g.m. ; 
Walter J. Stiles, exec. v.p. & s 

a. KOB-TV (4) "1430 ‘Coal Ave. SW. 

2,300 b&w Sce: sta. 300 c. Cls. AA hr. $410, 
— $85, ID $45; 7 S. Johnson st. m.; 
Rolf S. Nielsen, sls. m 

Carisbad, KAVE-TV (6). 2907 W. Church St. 
35,000 b&w Sce: EIA & sta. Cls. A hr. $150, 
min. $30, ID $20. John H. Battison, g.m. & 
sls.m.; Don Husted, asst. g.m. 

Clovis, KICA-TV (12) 1000 acai St., Box 
111. 25,000 b&w Sce: sta. Cls. A hr. $150, min. 
ne ID $15, Robert L. Sander, st.m.; Jim 

Richardson, sls.m. 

Roswell, KSWS-TV (8) 1717 W. 2nd St. 72,215 
b&w Sce: AR EIA 215 ec. Cls. A hr. 
$250, min. $50, ID $25. John A. Barnett, o. & 






























g.m.; Paul B. McEvoy, sls. 
Santa Fe, KVIT (2) Feb. 1958 


NEW YORK 


Albany, W-TEN (10&41) Box 4100. 225,000 b&w 
Sce: sta. Cls. A hr. $625, min. $130, ID $625. 
Thomas S. Murphy, g.m.; William Lewis, 


sis. m. 

Albany, WTRI (35) 15 N. Pearl St., Menands. 
230,000 b&w Sce: sta. Cls. A hr. $400, min. 
$75, ID $37. mm. William A. Riple g.m.; Dom 
Tovino, sls. 

Binghamton, WNBF-TV (12) 1 Henry St. 354,- 
000 b&w Sce: sta. *c. Cls. AA hr. $1,000, min. 
$225, ID $100. George R. Dunham, g.m.; An- 


. m. 
Binghamton, WINR-TV (40) 72 Henry St. 
Dale L. Taylor, g.m.; A. Victor Ludington 


Jr., g. sls. m. 
Buffalo, WBEN-TV (4) Hotel Statler. 622, +44 


b&w wee Niagara Mohawk Power Corp. "500 
ec. Cls. A hr. $1,050, — $195, ID $95. rge 
Torge, st.m. Nic iter, 


R. sls.m. 
Buffalo, WBUF (17) 2077 Elmwood Ave. 251, 300 

b&w Sce: sta. Cls. A hr. $650, 20 sec. $135, 

ID $60. Lage my = Bevis Jr., g. m.; William 


B. Decker, sls. 

Buffalo, WGR-TV “(2 184 Barton St. 613,284 
U.S. b&w, 705,741, Canada b&w Sce: Niagara 
Mohawk Power Corp. & R 
Cls. A hr. $1000, min. 
Beuren De Vries, st. m.; G. Paschall Swift, 
sls. & prom. m. 

Carthage-Watertown, WCNY-TV (7) Box 211, 
Watertown. 82,002 b&w Sce: sta. Cls. A hr. 
$250. min. $50. ID $25. James W. + me tv 
d.; Alfred M. Tauroney, nat. sls. 

Elmira, WSYE-TV (18) 46,576 baw Paul S. 
Abbott, g. m. Satellite of WSYR-TV Syracuse. 

New York, WABC-TV (7) 7 W. 66th St. 4,800, 
000 b&w Sce: sta. Cls. A hr. $4,150, min. 
$825. ID $450. Robert L. Stone, v.p. & g.m.; 
Joseph Stamler, sls. m. 

New York WABD (5) Du Mont Television Cen- 
ter, 205 E. 67th St. 4,614,810 b&w Sce: sta. 
Cls. A hr. $3,000, min. $300, ID $120. Ben- 
net H. Korn. v.p. st. m. & sls. m. 

New York, WATV (see Newark) 

New York WCBS-TV (2) 485 Madison Ave. 
4,745,000 b&w Sce: sta. 3,000 c. Cls. A hr. 
$7, —_ =. $1,500, ID $750. Sam Cook 
Dig: nk Ihakespeare, g. sls. m. 

New ~ -% =WOR-TV (9) 1440 Broadway. 4,730,- 
000 b&w Sce: sta. Cls. A hr. $2,000 min. $500, 
ID $200. Gordon Gray, exec. v.p. & g.m.; Wil- 
liam P. Dix Jr., sls. m. 

New York, WPIX (11) 220 E. 42nd St. 4,700,000 
b&w Sce: NBC. Cls. A hr. $2,000, min. $500, 
ID $175. Fred b area in v.p. & g.m.; John 
A. Patterson, sls. 

New York, WRCA- TV (4) RCA Bldg. 30 Rocke- 
feller Plaza. 4,765,000 b&w Sce: sta. 25,000 c. 
Cls. AAA hr. $9, 200, 20 sec. $2,300, ID $1, 150. 
bar N. Davidson, g.m. ; Jay J. Heitin, 


Plattsburgh, WPTZ-TV (5) 357 Cornelia St. 
150,000 U.S. b&w. 350,000 Canada b&w Sce: 
sta. Cls. A hr. eg =. $28, ID $40. George 
Baren Bregge, sls. 

ee, WHEC-TV do} 40 "Franklin St. 329,- 

0 U.S. b&w 31,500 Canada b&w Sce: sta. 
Soe ce. Cls. A hr. ’3800, min. $180, ID $90. C. 
Glover DeLaney, v.p. & g.m.; Le Moine C. 
Wheeler, g. sls. m. 

Rochester, WROC-TV (5) 201 Humboldt St. 
307,750 b&w Sce: Nielsen & sta. 400 c. Cls. A 
hr. $700, min. $175, ID $87.50. Gunnar O. 
Wiig, g-m.; Armin N. Bender, sls. m. 

Rochester, WVET-TV (10) 17 S. Clinton Ave. 
329,000 U.S. b&w, Sce: sta. 31,500 Canada 
b&w 500 c. Cls. A hr. $800 min. $150, ID $75. 
Ervin F. Lyke, p. & g.m.; Arthur Murrell- 
wright, g. sls. m. 

Schenectady, WRGB (6) 60 Washington Ave. 
502,900 b&w Sce: sta. 3,300 c. Cis. A hr. $1,100, 
min. $200, ID $100. Merl L. Galusha, m.; 
George Spring, sls. m. 

Syracuse. WHEN-TV (8) 101 Court St. 475, 000 
b&w Sce: sta. *e. Cls. AA hr. $1,000, min. 
$250, ID $125. Paul Adanti. v.p. & g.m.; Fred 


enzies, ¢.m 
Syracuse, WSYR-TV (3) Pag , Miegstons St. 531,- 
031 b&w Sce: ARF Cls. A hr. 


St. te =. $200, ID tin fs "R. Vadebon- 
& g.m.; William R. Alford, sls. d. 
Uties, “WKTV (a3) “Smith Hill Rd. 216,000 b&w 
: sta. 215 ec. Cls. A hr. $550, min. $100, ID 

$40. Michael C. Fusco, g.m. & sls m. 


NORTH CAROLINA 


Asheville, WISE-TV (62) 92 pier weed St. 40,000 
b&w Sce: RETMA & sta. Cis. A hr. $150, min. 
$30, ID $15. nok eeate Jr., g-m. & nat. 


sls. m. 

Asheville, WLOS-TV (13) 288 Macon Ave. 329- 
321 b&w Sce. sta. Cls. A hr. $450, min. $90, 
ID $45. Charles a Britt, exec. v.p.; Henry Joe 
Britt, rgnl. sls. 

Charlotte, WBTV 3) 1 Jefferson Pl. 594,138 
b&w Sce: sta. 934 c. Cls. A hr. $1,000, min. 
$200, ID $100. Kenneth I. Tredwell Jr., v.p. & 
mng. d.; Wallace J. Jorgenson, asst. m. d 
chg. sls. 

Charlotte, WSOC-TV ®) 2221 N. 
443,900 b&w Sce: sta. 2,000 c. Cls. A hr. $900, 
min. $225, ID S150" Larry Walker, p. & 
g-m.; C. George Henderson, exec. v.p. 


Tryon _5St., 





Homer Lane (l.) and Kenneth Morton 
have been elected vice presidents of 
KOOL Radio-Television Inc. it has 
been announced by Tom Chauncey, 
president and general manager of the 
Phoenix stations. Mr. Lane has been 
assistant general manager for the past 
two years. Mr. Morton is manager of 
KOOL-TV and has held that post for a 
similar length of time. 


Durham, WTVD (11) 1750 Newton Rd. 327,828 
b&w Sce: sta. 300 c. Cls. A hr. $550, min. 
$110, ID $55. Harmon L. Duncan, v.p. & co.m. ; 

ike Thompson, sls. m. 

Fayetteville, WFLB-TV (18) 1332 Bragg Blvd., 
Box 512. 20,000 b&w Sce: sta. Cls. A hr. $150, 
min. $30, ID $20. William D. Bailey, m.; 
W. B. Belche, c.m. 

Greensboro, WFMY-TV ° Phillips Ave. at 
White St. 492,096 b&w Sce: RETMA 274 c. 
Cls. A hr. $800, min. $160, ID $80. Gaines 
Kelley, g.m., Joe BE. Lake, sls m. 

Greenville, WNCT (9) Evans St. extension. 195,- 
000 b&w Sce: sta. 100 c. Cls. A hr. $400, min. 
$100, ID $40. A. Hartwell Campbell, g.m.; John 
G. Clark Jr., ¢.m. 

Raleigh, WNAO-TV (28) 2128 Werte Blvd. 
140,250 b&w Sce: sta. 80 c. Cls. A hr. $375, 
min. $65, ID $32.50. G. Roger Li, v-p. 
g-m.; Joseph F. McGinley, loc. sls. m. 

Raleigh, WRAL-TV (5) 1117 Hillsboro St. 340,- 
000 b&w Sce: sta. 900 c. Cls. A hr. $600 
min. $120, ID $60. Fred Fletcher, v.p. & g.m.: 
Fletcher Turner, nat. sls. m. 

Washington, WITN (7) Highway 17 S. 213,148 


b&w Sce: sta. 375 c. Cls. A hr. ng min. 
$65, ID $32.50. W. R. Roberson Jr., g-m; 
T. H. Patterson, v.p. chg. sls. 


Wilmington. WMFD-TV (6) 223-225 Princess St. 
Radio Bldg. 136,505 b&w Sce: sta. 5c. 
Cis. A hr. hers min. $70, ID $35. R. A. 
Dunlea Jr., & g.m. Claud O’Shields, st. m. 
& loc. sis. << 

Winston-Salem, WSJS-TV (12) 419-21 N. Spruce 
St. 639,648 b&w Sce: ARF & RETMA. 675 c. 
Cls. A hr. $600, min. S100" ID $50. Harold 

x, v.p. & g.m.; Harry B. Shaw, g. sls. m. 


NORTH DAKOTA 


Bismarck, KBMB-TV (12) Frank Fitzsimonds, 
m.; W. L. Hurley, v.p. chg. sls. Satellite of 
KXJB-TV Valley City. 

Bismarck, KFYR-TV (5) 200% Fourth St. 57,- 
100 b&w Sce: ARF & sta. Cls. AA hr. $275 
min. $60, ID $30. Cal Culver, st.m.; A. L. 
Anderson, g. sis.m 

Dickinson, KDIX-TV (2) 119 Second Ave. W. 
30,500 b&w Sce: RETMA & Nielsen Cls. A 
hr. $150, min. $30, ” $15. Orville F. Burda, 
g.m.; James O'Leary, m. 

Fargo,,/ WDAY-TV (6) 907 N. Fifth. 92,679 

& sta. 350 c. Cls. AA hr. 
$450, min. $90, ID $45. Tom Barnes, g.m. 

Grand Forks, KNOX-TV (16) Box 1110, State 
Mill Rd. 40,000 b&w Sce: sta. 25c. Cls. A hr. 
$200, Ce $46, ID $15. Robert C. Lukkason, 
nat. sls. 

Minot, KCJB-TV (13) 15-A W. Central Ave. 
29,000 b&w Sce: sta. Cls. A hr. $175, min. 
$35. John W. Boler, p. & g.m.; Chester Rietan, 


¢.m. 

Minot, KMOT (10) 200% Fourth St., 
William Ekberg 

Valley City, KXJB- TV (4) 4000 W. Main St.. 
Fargo. 163,000 b&w Sce. Nielsen & ARB. 470 
ec. Cls. A hr. $550, min. $125, ID $62.50. John 
W. Boler, p. & g.m.; Wm. L. Hurley, v.p. che. 


sls. 
Williston, KUMV-TV (8) Satellite of KFYR-TV 
Bismarck. 


Bismarck. 


OHIO 
Akron, WAKR-TV (49) Television Center, 853 


Copley. 146,239 b&w Sce: sta. Cls. A hr. $300, 
min. $60, ID = bw i rk, v.p. & g.m. 


sls. 

WCPO.TV ® 2346 Symmes St. 
850,800 b&w Sec: NARTB. Cls. A hr. $1,300, 
min. $150, ID $50. M. C. Watters, Se & g.m.; 
Glenn C. Miller, asst. g.m. & sls. 

Cincinnati, WKRC-TV (12) 8th ‘ "Broadway, 
543,524 b&w Sce: = 1,000 c. Cls. AA hr. 
$1,200, min. $300, ID $150. David G. Taft, 
exec. v.p. & g.m.: Roger B. Read, g. sls. m. 

Cincinnati, WLW.TV (5) 140 W. 9th St. 784,800 
b&w Sce: Nielsen s sta. 5,000 c. Cls. A hr. 
$1, —_ min. $200 ID $100. R. E. Dunville, p. 
& ; James T. “Steve” Crane, sis. m. 

Geek KYW-TV (3) 815 —~y 4 Ane, a 
1516600 b&w. Sce: Nielsen & 

As, A hr. $1,100, min. $240, ID $126. Holland 
V. Tooke, vp. & g-m.; Albert P. Krivin, sls. m. 
Cleveland, w S (5) Euclid at 30th. 210,006 
b&w Sce: EMA & sta. Cis. A hr. $1,060, min. 
$350, ID $150. James C. Hanrahan, g.m.; John 

a Foley, loc sls m. 

Cleveland, Wiw-TV (8) 1630 Euclid Ave. 1,- 
200,000 b&w Sce: sta. *c. Cls. AA hr. 2,000, 
=. $525, ID by - 9 Wickham, mng. d.; 

Storer, 
| WENE-TV oy 33 N. High St. 552,- 
ARF & sta. Cis. A hr. $780, 
min. $150, 1D $60. eg A. Borel, tv. d.; 


. Thomas, sls. 

Columbus, WLW-C (4) 3165 Olentangy River 
Rd. 519,000 b&w Sce. Nielsen & sta. 2,000 c. 
Cls. A hr. $700, min. $70, ID $30. James 
Leonard, v.p. & g.m.; Gregory Lincoln, sls. m. 

Columbus, WTVN-TV (6) 753 Harmon Ave. 
437,239 b&w 2 sta. Cls. A hr. $563, min. 
$140, = — J. W. McGough, g.m. Charles 
Dwyer, loc. 

Dayton, wHIoTV “(D 1414 ee oo Ave. 
511,310 b&w Sce: sta. Cls. A $750, min. 
$150, ID $55. Robert H. Sosty g.m.; Walter 

Wolaver, ¢c.m. 

Dayton, WLW-D (2) 4595 S. Dixie Hwy. 458,120 
b&w Sce: Nielsen & sta. *c. Cis. AA hr. $800, 
min. a ID $70. George Gray, g.m.; Dale A. 
Smith, sls. m. 

Lima, WIMA-TV (35) 1424 Rice Ave. 


76,487 
sow Sce: sta. Cls. A hr. $200, min. $40, » 
$20. Robert Ae Mack, v.p. g-».; J. 


Spring, tv sls. 

Steubenville, WSTV-TV (9) 428 Market St. 1,- 
045,580 b&w Sce: Nielsen. *c. Cls. A hr. $500, 
min. $112.50, ID $50. John J. Laux, exec. 
v.p. & g.m.; Joseph M. Troesch, asst. g.m. 

Toledo, WSPD-TV (13) 136 Huron St. 406,000 
b&w Sce: ARF & sta. 300 c. =. A hr. $1,000. 
min. $170, ID $85. Allen L. Haid, vp. & 
mng. d.; Bill Ashworth, nat. sls. m. 

(21) 101 W. Boardman 

: sta. 150 c. Cis. A hr. 
$400, min. $80, ID $40. William 2 mes Jr., 
P.; Mitchell Stanley, st. m. & 

Youngstown, WKBN-TV ver 3930 y Blvd. 
eee, 581 b&w Sce: Pulse & sta. 325 c. Cls. 

hr. $450, min. $90, ID $45. W. P. Williamson 
Jr., p. & g.m. . Bowden, st. d. & sls. m. 

Toosastenae WKST-TV (45) Shady Run Rd., 8. 
W. Townsend, p. & g. m.; Robert C. Harnack, 
sls. & prod. m. 

ee A WHIZ-TV (18) Lind Arcade Bldg., 
N. 5th St. 52,000 b&w Sce: Pulse & sta. Cls. 
A hr. $150, min. $30. ID $15. Allan Land, 
mng. d.; Nate Milder, sls. d. 


OKLAHOMA 


Ada, KTEN (10) Box 10. 99,478 b&w Sce: sta. 
500c. Cls. A hr. $225, min. $30, ID $15. Bill 
Hoover, p. "s g-m.; Brown Morris, v.p. & 


st. m. 

Ardmore, KVSO-TV (12) 114 N. Washington, 
92,400 b&w Sce: sta. 42 c. Cls. A hr. $150, 
min. $30, ID _ aan Easley Riesen, g.m.; 
Gordon E. Lack, 

Enid, KGEO-TV (5) “206 E. Randolph, Box 1589. 
380,307 b&w Sce: sta. Cls. A hr. $600, min. 
$120, ID $60. George Streets, st. m.; Charles 
Keys, sls. m. 

Lawton, KSWO-TV (7) Box 699. 78,312 b&w 
Sce: sta. Cls. A hr. $150, min. $30, ID $15. 
Emmett L. Keough, g.m.; Al Shore, sls. m. 

Oklahoma City, KWTV (9) "7400 Lincoln Blvd. 
370,757 b&w Sce: sta. 400 c. Cls. AA hr. $900, 
oar $225, ID $112.50. Edgar T. Bell, v.p. & 

Fred L. Vance. sis.m 

Oklahoma City, WKY-TV (4) 500 E. Britton Rd. 
$80,307 b&w Sce: sta. 1,000 c. Cls. AA hr. 
$950, min. $240. ID $120. Raymond W. Wel- 
pott m.; Jim Terrell, c. 

Tulsa, KOTV (6) 302 S. og ee 314,483 baw 
Sce: sta. *c. Cls. AA hr. $825, min. $200, ID 
$100. J. C. Richdale Jr., v.p. & g.m. 
Stevens. ¢.m. 

Tulsa, KTUL-TV (8) P.O. Box 9697. 319,312 b&w 
Sce: sta. Cls. AA hr. $600 min. $120, ID $60. 
— Shapiro, v.p. Bill Swanson. 


Tulsa, *KVOO-TV (2) 3701 S. Peoria. 319,278 
b&w Sce: Pulse & sta. 350 c. Cls. A hr. $750, 
min. $175, ID $87.50. C. B. “Brownie” Akers, 
exec. v.p. & g-.m.; John Devine, c.m. 


; George 


& mng. d.; 


OREGON 
Eugene, KVAL-TV (13) Box 548. 99,833 b&w 
See: sta. ec. Cls. A hr. $300, min. $60, 
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ID $31. S. W. McCready, g.m.; Phil George, 


sis. m. 

Klamath Falls, KOTI-TV (2) Box 732. 20,108 
b&w Sce: ARB, EIA & sta. Cls. A hr. $150, 
min. $30, ID $15. Walter R. Richartz, st. m. 
edford, KBES-TV (5) Box 1189. 42,758 b&w 

ARB & sta. Cls. A hr. $250, min. 

D $25. ae R. Poulos, st.m.; Edward 

Barnett, 


sls. 
we KGW-TV (8) Broadcast House, 1139 
- 13th Ave. oe, 145 b&w Sce. sta. 1,100 c. 
on: A hr. ge mi mn. $150, ID $75. Walter E. 
Wagstaff, ; John H. Pindell, sls. m. 
Portland, KPTV'< (12) 735 S.W. 20 gute. 483,000 
b&w Sce: sta. 2,000c. Cls. A hr. $700. Cls. 
= _ Bg ID $90. Frank J. Riordan, 
Donald E. Tykeson, sls. m. 
Portland, *KOIN-TV (6) 140 S.W. Columbia St. 
385,550 b&w Sce: ARF. Thee ec. C. Howard Lane, 
v.p. & mng. d. John L. Palmer, nat. sls. m. 
Roseburg, "KPIC (4) Box 670, Blanton Heights, 
Eugene. 15,875 b&w Sce: sta. Cls. A hr. $150, 
min. $30, ID $15. Aaron Boe, st. m. & sls. m. 
Optional satellite to KVAL-TV Eugene. 


PENNSYLVANIA 
Aiqne, WFBG-TV (10) 1320 11th Ave. 414,000 
w Sce: sta. *c. Cls. AA hr. $750, min. $170, 
Ip ¥ v5. Frank Palmer, g.m.; William Krough, 
Erie, WICU-TV (12) 3514 State St. 309,000 b&w 
Sce: sta. 900 c. Cls. A hour. $700, min. $140, 
ID $70. Ben McLaughlin, g.m.; Bob Lun- 


quist, ¢.m. 

Erie, WSEE (35) 1220 Peach St. 72,536 b&w 
Sce. Nielsen & sta. Cls. A hr. $300, min. $60, 
ID $30. Col M. Sansbury g.m.; Roger Garrett, 
asst. g.m. sls. 

Harrisburg, WHP-TV (55) 216 Locust St. 340,- 
000 b&w eet eo. *c. Cls. A hr. $325, min. $65, 
ID $32.50. R. A. “Dick” Redmond, g.m.; Mrs. 
Bo ae "RR bus. & c.m. 

Harrisburg, WTPA (27) 3235 anon St. 285,- 
000 b&w Sce: sta. 656 c. Cls. A hr. $385, min. 
$75, ID $37.50. Donald W. Wear, g.m.; Allen 
P. lada, sis. m. 

Johnstown, WARD-TV (56) Porch Bldg. 60,000 
b&w Sce: sta. Cls. A hr. $200, min. $37.50. 
Richard J. Butterfield, g.m. & sls.m 

Johnstown, WJAC-TV (6) 329 Main St. 1,145,- 
827 b&w Sce: EIA. 540 c. Cls. A _ hr. 
$900, min. $225, ID $112.50. Alvin D. Schrott, 
exec. v. p. & g.m.; John Hepburn, sls.m. 

Lancaster, WGAL-TV (8) Lincoln Hwy. W. 
917,320 b&w Sce: sta. 1,500 c. Cls. AA hr. 
$1,350, min. $240, ID 13120. Clair R. Me- 
Collough, p. & g.m.; J. Robert Gulick, asst. 
g.m. chg. sls. 

Lebanon, WLBR-TV (15) R.D. N. 5 Television 
Hill. 212,000 b&w Sce: sta. *c. Cls. A hr. 
— min. $80.50, ID $35. Joe Zimmerman, 

sls. m., Dave M Miller, opertns. 

Lok. Haven, WBPZ-TV (32) Feb. 195 : 

New Castle, WKST-TV xe) 13800 Shady Run 
Rd., Lee a O. Cls. A hr. $350, min. $70, 
ID $35. S. pk Townsend, p. & g.m.; Robert C. 
Harnack, sls. 

Philadelphia, WCAU-TV (10) City Line & Monu- 
— Ave. 1,854,140 b&w Sce: sta. 12,000 c. 
Cls. A hr. $3,250, min. $750, ID $375. Donald 
W. Thornburgh, p. & g.m.; Robert M. Mc- 
Gredy, v.p. chg. tv sls. 

Philadelphia, WFIL-TV (6) 4532 Market Sts. 
2, —. 000 b&w Sce: sta. *c. . AA hr. $3,200, 
min. $750, ID $375. Gesepe A. * Koehler, st.m. ; 
Kenneth W. Stowman, sls.m 

Philadelphia, WRCV-TV (3) NBC Bldg., 1619 

Walnut St. 2,090,000 b&w Sce: sta. 10,000 c. 
Cls. AA hr. $3,200, AAA 20 sec. $825, AAA $10 
sec. wis Lloyd E. Soter, v.p. & g.m.; Theo- 
dore worth Jr. 
Pittsburgh, KDKA-TV aS) 1 Gateway Center. 
1,285,000 b&w Sce: SRDS. 1500 c. Cls. A 
hr. si. 700, min. $350, ID $175. Festus R. 
Reev m.: John G. Stilli, sls. m. 

Pittsburgh, WIic (11) 700 Ivory Ave. Cls. A hr. 
$1,500, min. $300, ID $150. Robert A. Morten- 
sen, g.m.; Roger D. Rice, sls.m. 

Scranton, WARM-TV (16) 333 Madison Ave. 300,- 
000 b&w Sce: sta. Cls. A hr. $225, min. $45, 

ID $22.50. William Dawson, v.p. & st. m.; Sam 


baum, c.m 
Scranton, WDAU.TV (22) 1000 Wyoming Ave. 
$20,000 b&w Sce: sta. 500 c. Cls. A hr. $600, 
min. $125, ID $62.50. Vance L. Se, g. 
m.; Anton “Tony” Moe, g. sls. m. 
Wilkes-Barre, WBRE-TV (28) 62 S. Franklin 
St. 320,000 b&w Sce: sta. 500 c. ~~ A hr. 
$525, min. a ID $52.50. David M i 
more, v.p. & zg ; Ernest Lewis. sls. m. 
Wilkes-Barre, WiLK-TV (34) 88 N. Franklin 
St. 360,000 b&w Sce: sta. Cls. A hr. $375, 
ane! $75, ID ot 50. Roy E. Morgan, exec. 
; Thomas Shelburne, mng. d. 
Wiikiams ort, WRAR, TV (36) March 1958 
York, OW-TV (49) Cls. A hr. $200, min. 
$37.50. Richard E. Burg, st. m. & e.m.; J 
Edward Schwalm, sls. prom. m. 
York. WSBA-TV (43) S. Queen St.. Extended. 
‘~ 480 b&w Sce: Metropolitan Edison. Cls. 
hr. $200, min. $37.50. ID = Louis J Appell 
ae p.; Robert M. Stough, sls. m. 


RHODE ISLAND 
Providence, WJAR-TY (10) 176 Weybosset St. 
1,404,002 b&w Sce: sta. 3,000 c. Cls. AA hr. 
$1,300, min. $310, ID $150. J. S. “Dody” Sin- 
clair, st.m.; Ed Boghosian, nat. sls.m. 
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Ted Weber has been appointed to the 
newly created post of director of sales 
development of wvur-tv Philadelphia- 
Wilmington, it has been announced by 
J. Robert Kerns, vice president and 
managing director of the Storer sta- 
tion. Mr. Weber has a 10-year back- 
ground in independent tv station op- 
eration, most recently at WGN-TV, where 
he served as sales manager. 


Providence, WPRO-TV (12) ie Bldg. * 
Mason St. 1,404, 202 b&w Sce: Cls. 
hr. $1,100, min.. $225, ID $113. “William Fy 
Cherry Jr., p. 


SOUTH CAROLINA 

Anderson, WAIM-TV (40) 321 Kingsley Rd. 
Cls. A hr. $150, min. $30, ID $18.75. Glenn P. 
Warnock, g.m.; John McCallum, sls. m. 

Charleston, WCSC-TV (5) 485 East Bay. 
b&w Sce: sta. *c. Cls. A hr. $300, min. $75, 1D 
$35. Roland Weeks, m. = 7 sls. m.; Ralph E. 
Thornley, loc. & rgnl. 

Charleston, WUSN-TV @ "Box 879. 200,000 ‘4 
Sce: sta. 1,000 c. Cls. A hr. $300, min. $75, 
$35. J. Drayton Hastie, p., g.m. & sls. m. 

Columbia, WIS-TV (10) 1111 Bull St. 189,817 
b&w Sce: Nielsen & EIA. 200 c. Cls. AA 
hr. $450, min. $110, ID _- Charles A. Batson, 
mng. d.; Law Epps, sis. m. 

Columbia, WNOK-TV (67) 1811 Main St. 110- 
000 ae Sce: sta. *c. Cls. A hr. $200, min. $45, 
ID $20. H. Moody McElveen Jr., v.p. & g.m., 
David C. Phillips, sls.m. 

——— WBTW (8) New Casua Ferry Rd 
164,877 b&w Sce: sta. *c. Cls. AA hr. $300, 
min. $85. z. William Quinn, mng. d.; John 
H. Brock, sls. m. 

Greenville, WFBC-TV (4) 505 Rutherford * 
330,402 b&w Sce: ARF & EIA. 100 c. Cls. 
hr. esse. min. $120. ID see. Kenneth Beach. 

; R. Q. Glass Jr. 

Seavtenions, WSPA-TV. (7) oon rE. Main St. 
305,380 b&w Sce: EIA. 300 ec. Cls. A hr. 
$500, min. $125, ID $62.50. Walter J. Brown, 
p. & g.m.; Charles Bell, nat. sis. m. 


SOUTH DAKOTA 
Aberdeen, KDHS (9) Feb. 1958 
Florence, KDLO-TV (3) Satellite of KELO-TV 


Sioux Falls. 
KOTA-TV (3) Duhamel Bldg. 
g .: sta. Cls. A hr. $200, min. 
$40, ID =. Helen S. Duhamel, p. & g.m.; 
William F. Turner, bus. & c.m. 
Rapid City, ‘KRSD-TV (7) Feb. 1958 
Reliance, KPLO-TV (6) C. J. Johnson. st. m. 
Semi satellite of KELO-TV Sioux Falls. 
Sioux Falls, KELO-TV (11) Phillips at 8th. 
225,723 es Sce: EIA. Cls. A hr. $400, 
ID $45. E. A. Nord, g-m. & c.m. 


TENNESSEE 

Chattanooga, WDEF-TV (12) Volunteer Bldz., 
Georgia Ave. 245,360 b&w Sce: EIA 500 
ce. Cls. A hr. $450, min. $100, ID $50. Otis 
H. Segler, g.m. 

Chattanooga, WRGP-TV (3) 1214 McCallie Ave. 
239,004 b&w Sce: sta. 1,100 c. Cls. A hr. $400, 
=e. ee $40. ~S.? Patterson, p. & g.m.; 

. Moore, sls 

saint hing sigh (7) Williams Bldg. 103,750 
b&w Sce: sta a. . $250, nas $50, 
ID $25. John E. Nort! & z 

Johnson City, WIHL-TV. “aay “ber 1080, 145 W. 
ag St. 185,316 b&w Sce: sta. Cls. A film 

hr. $300, min. $60, 4 $30. W. H. Lancaster 
Jr. v.p., g-m. sls. 

Knoxville, WATE-TV “6) 612 Gay St. SW 
231,610 b&w Sce. ~~ *c. Cls. A hr. $600, 
min. $120, ID $60. W. H. Linebaugh, v.p. & 


min. $90, 


; J. T. MeCloud. 

Knoxviile, WBIR-TV io)” 1513 “oO Ave. 
231,610 b&w Sce: sta. *c. cls. A hr. $600, min. 
$120, ID $60. John P. Hart, P-» g.-m. & nat. 
sls. m.; R. S. Quinn, loc. sls. 

Knoxville, WTVK (26) Sharp’s Ridge Memorial 
Park Rd. 102,455 b&w Sce: ARF. Cls. AA 
hr. $300, min. $60, ID $30. John A. Engel- 
brecht, p. & g.m., William E. Eckstein, sls.- 


pgm. d. 

Memphis, WHBQ-TV (13) 1381 Madison Ave. 
561,669 b&w Sce: sta. Cls. AA hr. $900, min. 
$200. ID $100. be H. Grumbles, g.m.; Boone 
F. Nevin, sls. 

Memphis, WwMCT ©) Goodwyn Institute atte. 
528,887 b&w Sce: sta. 1,098 c. Cls. AA 
$900, min. $200, ID $100. H. W. Slavick g.m 
Earl Moreland, st. m. 

Memphis, WREC-TV (3) Hotel Peabody Bldg. 
Cls. A hr. $750, min. $150, Hoyt B. Wooten, 
g-m.; Charles Brakefield, ¢.m. 

Nashville, WLAC-TV (5) 159 4th Ave. N. 422,000 
b&w Sce: CBS 500 c. Cls. AA hr. $825, min. 
$175, ID $83. T. B. Baker Jr., exec. v.p. & 
g.m.: Robert M. Reuschle, g. sls. m. 

Nashville, WSIX-TV (8) Nashville Trust Bldg. 
332,128 b&w Sce: sta. Cls. A hr. $700, min. 
$140, X, $63. E. S. Tanner, exec. v.p. & g.m. 
George H. Morris, v.p. & nat. sls.m. 

Nashville, WSM-TV (4) 301 7th Ave. N. 355,259 
b&w Sce: sta. 500 c. Cls. AA hr. $825, min. 
$165, ID $75. Irving Waugh, g. m.; H. Bram- 
am, c. m. 


TEXAS 


Abilene-Sweetwater, KPAR-TV (12) 7400 Col- 
re Ave., Lubbock. 65,108 b&w Sce: sta. Cls. 
A hr. $200, min. $30, ID $15. Dan aene, st. 


m.; E. A. “Buzz” Hassett, nat. sls. 
Abilene, KRBC-TV (9) 4510 S. Lath. 70,031 
b&w. Sce: sta. Cls. A hr. $225, min. $40, 


ID $20. Geo. C. Breeding Jr., st. m.; Bill Fox, 


¢.m. 

Amarillo, KFDA-TV (10) Box 1400. 110,000 
b&w Sce: a A hr. $340, min. $70, ID 
$385. Moo ; Gene Lewis, sls.m. 

Amarillo, KGNC-TV. ri} 2000 N. Polk St. 110,000 
b&w Sce: sta. 409 c. Cls. A hr. $340 AA min. 

7. 50. Bob Watson, st. m.; Bill 
Clarke, adv. 


Amarillo, KVII (7) Box 8066, Estate Life Bldg., 
Murry Woroner, p. & g.m. 

Austin, KTBC-TV (7) Box 1155. 197,271 b&w 
Sce: sta. 82 c. Cls. AA hr. $525, min. $105, ID 
$57.50. J. C. Kellam, g.m.; O. P. “Bob” Bob: 
bitt, gz. sls. m. 

Beaumont, KFDM-TV (6) 1420 Calder Ave. 151,- 
000 b&w Sce: Nielsen & sta. 50 c. Cls. A hr. 
$350 min. $80. ID $48. Mott M. Johnson. 
opertns. m. & c. m.; David Russell, loc. sls. m. 

Big Spring, KEDY-TV (4) 7400 College Ave., 
Lubbock. 64,876 b&w Sce: sta. Cls. A hr. 
$150, min. $30, ID $15. Wm. J. Wallace, st. 
m.; E. A. “Buzz” Hassett, nat. sls. m. 

Gillam, st. m. 


KWTX-TV Waco. 

KRIS-TV (6) P.O. Box 840. 
99,152 b&w Sce: ARB. 250 c. Cls. A hr. $300, 
min. $75. ID $37.50. T. Frank Smith, p.; 
W. M. Ejikner, v.p. chg. sls. 

Corpus Christi, KSIX-TV (10) Show Room Bldg. 
108,000 ay 4 Sce: ARB & sta. Cls. A hr. > 
min. $75, ID $37.50. Vann M. Kennedy, p. 
g.m; Raymond Dorsey, c.m. 

Dallas, KRLD-TV (4) Herald Sq. 602,525 b&w 
Sce: ARF & sta. 2,000 c. Cls. AA hr. $1,000, 
min. —_ ID $175. Roy Flynn, m.; Gene 
Cuny, c.m. 

Dallas, WFAA-TV (8) 3000 wd Hines Blvd. 
629,400 b&w Sce: sta. 3,000 Cls. AA hr. 
$1 000, min. $250, ID $125. Aiex Keese, d.; 
Dick Drummy, c.m. 

El Paso, KELP-TV (13) 4530 Delta St. 97,153 
b&w Sce: sta. 50 c.-Cls. A hr. $450, min. $90, 
= $30. Edward Winton. g. m.; Irv Prell, sls. 


EI | Paso, KROD-TV (4) 2201 Wyoming. 110,32: 
b&w Sce: sta. 50 ¢. Cls. A hr. $4.50, min. $90 
ID $45. Val Lawrence, v.p. & g.m.; Dick Watts 
g. sls. m. 

EL Paso, KTSM-TV (9) 801 N. Oregon St. 108,- 
667 b&w Sce: El Paso Electric Co. & sta. 300 
e Cis. A hr. $325, min. $65, ID $32.50. Karl O. 
Wyler, o. & m.; Roy T. Chapman, v.p. & c.m. 

Ft. Worth, KFJZ-TV (11) 4801 W. Freeway. 
595,023 b&w Sce: SRDS. Cis. A hr. $1,000, min. 
$225. ID $80. Gene L. Cagle, p. & g.m.; Joe 
Evans. nat. sls. m. 

Ft. Worth, WBAP-TV (5) 3900 Barnett. 650,000 
b&w Sce: sta. 3,000 c. Cls. AA hr. $1,000, min. 
$225, ID $100. George Cranston, m.; Roy 
Bacus, ¢.m. 

Galveston-Houston, KGUL-TV (11) 11 Video 
Lane, Galveston. 563,384 b&w Sce: sta. 1,200 
ce. Cls. AA hr. $1,200, min. $250, ID $140. Paul 
E. Taft, p. & ¢.m.: Robert S. Wilson, g. sls. m. 

Harlingen, KGBT-TV (4) 1519 W. Harrison. 
78,000 b&w Sce: CBS. Cls. AA hr. $300, min. 
$60 ID $35. Troy McDaniel, g.m.; Harry 
Mooradian, c.m 

Houston, KGUL-TV (see Galveston) 

Houston, KPRC-TV (2) 3014 S. Post Oak Rd. 
595,000 b&w Sce: sta. 1,300 c. Cls. AA hr. 
$1,100, min. $250, ID —. Jack a v.p. & 
g.m.; Jack McGrew, st. m. & c 

Houston, KTRK-TV (is) 4513 Cullen’ Blvd. 564,- 
000 b&w Sce: sta. *c. Cls. A hr. $1, 000, min. 
$220, ID $132. Willard E. Walbridge, exec. 
v.p. & g.m.; Bill Bennett, c.m. 














Laredo, KHAD-TV ce) _ Convent Ave. 14,500 
b&w Sce: sta. Cls. A hr. $187.50, min. $37. 50, 
ID $18.75. Amelia ic asst. m. in chg.; 
Jim Shelton, sls. m. 

Laredo, KLTV (See Tyler) 

Lubbock, KCBD-TV (11) P. O. Box 1507, 5600 
Ave. A. 127,913 b&w Sce: sta. 1,000 c. Cls. A 
hr. $350, min. $70, ID $35. Joe H. Bryant, p. 
& g.m.; George L. Tarter, c.m. 

Lu! KDUB-TV (13) 7400 College Ave. 
147,292 b&w Sce: sta. 500 c. Cls. A hr. 350, 
=, 7 0 ID $35. W. D. “Dub” Rogers, p.; 
E. * Hassett, nat. sls. m. 

Lefkin, KTRE-TV (9) 114% N. First St. 69,000 
b&w Sce: sta. Cls. A hr. $225, min. $45, ID 
$22. er Lewin, v.p. & g.m.; Murphy 
Martin, sls. 

Midland, KMID-TV (2) Box 27F8. 89,274 b&w 
Sce: SRDS & ARF. 100 c. Cls. A hr. $250, 
min. $50, ID $30. Ray Herndon, g.m.; Don 
Dickerson, ¢.m 

Odessa, KOSA-TV (7) 1211 N. Whitaker. 126,620 
b&w Sce: sta. Cls. A hr. $300, min. $60, ID 
$35. John Vacca, st. m.; Ed Costello, sis. m. 

Port Arthur, KPAC-TV (4) Box 3191 Beaumont. 
Cls. A hr. $325, min. $75, ID $45. Julius M. 
Gordon, p. & g.m.; Mack Newbury, sls. m. 


San Angelo, ney (8) ny 042, 44,662 b&w 
Sce: RETMA & s Cls. A hr. $200, min. $30, 
ID $16.50. J. H. Hab bbard, — & sis. m. 

San Antonio, KCOR-TV (41) 111 Martinez St. 
85,000 b&w Sce: sta. Cls. A hr. $200, min. 
$35, ID $20. Nathan Safir, v.p. & g.m 
Ben Tamborello, sis. m. 

San Antonio, ego (5) Avenue E & 4th st, 
386,479 b&w Sce: s 766 c. Cls. A hr. $600, 
min. $120. ID $60. “Albert D. Johnson, g.m.; 
Wayne Kearl, c.m. 

San Antonio, ‘KONO-TV (12) 1408 N. Saint 
Mary’s St. 380,000 b&w Sce: sta. 400 c. Cls. 
A hr. $560, min. $140, ID $84. James M. 
Brown, v.p. g-m. ; Roth, c.m. 

San Antonio, WOAI-TV (4) 1031 aneewe St. 
387,522 b&w Sce: sta. 811 c. Cls. hr. $600, 
min. $120, ID $60. James M. yw hy Pp. 
& g.m.; Edward V. Cheviot, c. m. 

Sweetwater, KPAR-TV (see Abilene-Sweetwater) 


Temple-Waco, KCEN-TV (6) 17 S. 3rd St., 
Temple. 171,550 b&w Sce: RB 75 
Cis. A hr. ‘$350, min. $70, ” —. “Gene 
Lewis, st. m.; Burton B Bishop, 


Tepestane, KCMC-TV (6) Summerhill Rd. 130,- 
000 b&w Sce: Nielsen, Pulse & sta. 250 c. Cls. 
A hr. $260, min. $60, ID Fm oe M. 

Windsor, g.m., Richard M. 

Tyler, KLTV fz Box 957, Kilgore ha oT, pee 
b&w Sce & EIA, 250 c. Cls. 

$300, min. Seon ID $35. Marshall H. * SN 


ple) 
bad = KWTX-TV (10) $520" Bosque Blvd. 145, 505 
&w Sce: EIA 50 Cls. A hr. $300, min. 
3e0, ID $30. M. + Bostick, v.p. & g.m.; John 
M. Brinegar, sls. 

Weslaco. KRGV-TV ‘@ .~ Missouri Ave. 76, ane 
b&w Sce: sta. Cls. A hr. $300, min. $60. 
$30. O. .- | > 3 & g.m.; Kenneth E 
Markel, nat. & rg 

Wichita rails, KFDX-TV (3) Box 2040. 140,000 
b&w Sce: sta. 1,000 c. Cls. A hr. $350, min. 
— = $42. Howard H. Fry, exec. v.p. 

Bob Walker g. sls. m. 

Wichita Falls, KSYD-TV (6) Seymore & 9th St. 
140,000 b&w Sce: sta. 800 c. Cls. A hr. $350, 
min. $70, ID 42, Sid Grayson, p. g-m. ; 
Thomas R. Sugars, nat. sls. m. & traf. d. 


UTAH 
Salt Lake City, KSL-TV (5) 145 Social Hall Ave. 
215,000 b&w Sce: Pulse & = 400 c. Cls. A 
hr. $600 min. $150, ID $75. Lennox Mur- 
-—_ vp. & m. Edward B. Pena” Kimball, 


sls.m 

Salt Lake City, KTVT (4) 130 Key! Hall Ave. 
212,000 b&w Sce: Pulse & sta. 3,000 c. Cls. 
“9 $700, tay $140, ID $70. c. Bennett ‘Larson, 

& g.m.; Harold Woolley, tv sls. 

Salt lake "City, KUTV (2) 179 Social Hall Ave. 
212,000 b&w Sce: sta. Cls. A hr. $600, min. 
$135, ID $60. Brent Kirk, st. m. & g. sls. m.; 

Robert Smith, nat. sis. m. 


VERMONT 
Burlington, WCAX-TV (3) 50 Barrett St. 150,000 
&w Sce: Nielsen & sta. Cls. AA hr. $450, 
min. $90, ID $45. Stuart T. Martin, v.p. 
g. m.; John A. Dobson, sls. m. 


VIRGINIA 


Bristol, WCYB-TV (5) Cumberland St. 368,870 
b&w Sce: Nielsen & sta. 200 c. Cls. A hr. 
$300, min. $60, ID $30 Robert H. Smith, p. & 
g.m.; J. Fey ry vp. & sis.m. 

Hampton, WVEC-TV (see Norfolk) 

Harrisonburg, WSVA-TV (3) ake Pike 139,- 
617 b&w Sce _— & EIA. Cls. A hr. 
—_ min. => $25. eg —, p. & 


g.m. sls. 
Landes. Ww y” 3320 Langhorne 

Rd. 330,260 b&w Sce: sta. Cls. A hr. $300, 

min. $60, ID $30. o- P. Allen, p. & g.m.; 


Thomas L. Turner, 

Norfelk. WTAR-TV *$) 720 Boush St. 422,196 
b&w Sce: sta. 500 c. Cls. AA hr. $875, min. 
$200, ID $100. Campbell Arnoux, p. & g.m.; 
Robert M. Lambe, g. sls. m. 





Don Swartz has been named general 
manager of KMGM-Tv Minneapolis-St. 
Paul by Ely A. Landau, NTA chairman 
of the board and chief executive officer. 
NTA recently purchased 75 per cent of 
the stock of the station. Mr. Swartz has 
been a resident of the Twin Cities for 
the past 26 years. He became associated 
with NTA in 1953 when he became 
representative for the organization in 
eight midwestern states. He later be- 
came upper midwest representative for 
NTA properties. 


Norfolk-Hampton, WVEC-TV (15) 812 W. 2ist 
St., Norfolk. 200,500 b&w Sce. ARB 700 c. Cls. 
A hr. $350, min. $70, ID $35. Thomas P. 
Chisman, p. & g.m.; Harrol A. Brauer Jr., 
v.p. & sls. d. 

Petersburg, WXEX-TV (8) 124 W. Tabb St. 
25, w Sce: sta. 200 c. Cls. A hr. $700, 
min. $110. Irvin G. Abeloff, v.p., mng. d. & 
nat. sls. m.; George R. Oliviere, joc. sis. m. 

Portsmouth, WTOV-TV (27) 1305 Granby St. 
Hr. $124.65, min. $17. A. V. Bamford, g.m.; 
Winston Bright, ¢.m,. 

Portsmouth WAVY-TV (10) 801 9 St. 316,- 
455 b&w Sce: sta. *e. Cls. hr. $700, min. 
— ID $70. Carl J. os exec. v.p. & 

m.; Gene Gaudette, g. 


sls. ° 
Richmond, WRVA-TV (12) 5221 es 
Pike. *c. Cls. A hr. $700, min. $140, - © 
Barron —— v.p. & g.m.; James D. 
Clark Jr., sis. 


Richmond, WTVR. (6) 3301 W. Broad St. P.O. 
Box 5229. 503,317 b&w Sce: ARF. 433 c. Cis. 
A hr. $875, min. $140, ID $70. Wilbur M. 

& wre ; Walter A. Bowry Jr., 

asst. g.m. & asst. c 

. WDBI-TV “i Times Bldg.—201 W. 
Campbell Ave. (Box 150) 313,000 b&w Sce; 
sta. 300 c. Cls. A hr. $450, min. $100, ID 
$50. Ray P. —— v.p. & mng. d.; Blake 
Brown, tv sls. 

Roanoke, WSLS-TV (10) Church & Third St. 
SW. 402,000 b&w Sce: Nielsen & sta. 1,000 c. 
Cls. A hr. $500, min. $100, ID $50. James H. 
Moore, exec. v.p.; Horace S. Fitzpatrick, asst. 
m. & c.m. 


WASHINGTON 
Bellingham, KVOS-TV (12) 1115 Ellis St. 347,- 
789 b&w Sce: EIA & sta. Cls. A hr. 
$550. min. — 50, ID =. Dave Mintz, g. m.; 


E sls. 

Ephrata, KBAS-TV. (43) J 5 Schroeder, sls. m. 
Satellite of KIMA-TV Yakima. 

Kennewick, KEPR-TV (19) 3619 W. Clearwater 
Ave. 29.595 b&w Sce: sta. 20 c. Cls. A hr. 
$250, min. $50, ID $30. Monte L. Strohl, g.m. ; 
Walt Coleman, loc. sls. m. Satellite of KIMA- 


TV Yakima. 

Seattle, KIRO-TV (7) Feb. 8, 1958 

Seattle-Tacoma, KING-TV (5) 320 Aurora Ave., 
N. Seattle. 596,000 b&w Sce: U. of Washing- 
ton. 1,438 c. Cls. A hr. $1,100, min. $225, 
$115. Otto os Brandt, v.p. & g.-m; A. 
Hunter, c. 

Genttioticenmn, KOMO-TV (4) 100 4th Ave. N., 
Seattle os. 000 b&w Sce: U. of Washington. 
1,438 c. A hr. $1,125, min. $230, ID $115. 
w. Warren, exec. v.p. & g.m.; Bill Hub- 
bach, g. 


sls. 

Seattle-Tacoma, "KTNT-TV (11) ey & Grant, 
602,900 b&w Sce: sta. 1,515 Cls. A hr. 
$900, min. $205, ID $102 60. Losey Carino, 


d 
‘acoma KTVW (13) 230 8th Ave. N 
Seattle. 576,000 b&w Sce: sta. Cis. A hr. 


gee, min. $12°, ID $65. J. Elroy McGraw, o. 
ames J. Hawkins g.m. & sis. m. 

mJ KHQ-TV (6) 700 Radio Central Bldg. 
229,421 baw 7 sta. 300 c. Cls. A hr. $550. 
~~ — 50. ID $638.75. Richard O. Dunning, 
Pp. J. Birney Blair, c.m. 

Gechane, "KREM-TV (2) 4103 S. Regal. 236,000 
oy Sce: sta. Cls. A hr. $600, min. $120, 

$90. Robert H. Temple, m. 

ioe KXLY- TV (4) 315" W. Sprague. 228,042 
b&w Sce: Inland Empire Electrical League 
& sta. 1,000 c. Cls. A hr. $600 min. oe. ID 
$65. Richard E. Jones, v.p. & g.m.; James 
Agostino, sls. m. 

Tacoma-Seattle KTNT-TV (seen Seattle-Tacoma) 

Tacoma-Seattle, KTVW (see Seattle-Tacoma) 

Yakima-Pasco, KIMA-TV (29) Radio & Tele- 
vision Centre, Box 702. Yakima. 111,000 b&w 
See: sta. 50c. Cls. A hr. $500, min. $100, ID 
$00. Thomas C. Bostic, v.p. & g.m.; H. R. Cary, 
g. sls. m. 


WEST VIRGINIA 
Bluefield, WHIS-TV (6) Municipal Bldg. 130,678 
b&w Sce: jielsen & EIA. *c. Cis. A hr. 
7s, am. $60, ID $30. John C. Shott, st. m. 


Charleston WCHS-TV (8) 1111 Virginia St. E. 
500,000 b&w Sce: sta. 200 c. Cls. A hr. $650, 
min. $175, ID $87.50. John T. Gelder Jr., 
v.p. & g.m.; John L. Sinclair Jr., sls. m. 

Chariesten, WHTN-TV (see Huntington). 

Charleston, WSAZ-TV (see Huntington). 

Clarksburg, WBOY-TV (12) Robinson-Grand 
Theatre Bidg. 444%, W. Pike St. 72,000 b&w 
Sce: NBC Cls. A hr. $250, min. $50, ID $25. 
George H. Clinton, g.m., Rex King, rgnl. sls. 


m. 

Fairment, WJPB-TV (35) Broadcast House, 400 
Quincy St. 35,100 b&w Sce: sta. 987 c. Cls. 
A hr. $150, min. $28, ID $18. Numa Fabre 
Jr., mng.d.; H. W. Critchlow, v.p. & c¢.m. 

Huntington. WCHS-TV (see Charleston) 

Huntington. WHTN-TV (13) Radio & Television 
Arena, 625 4th Ave. 554,697 b&w Sce: sta. 
20 c. Cls. A hr. $600, min. $120, $60, ID $65. 
Robert R. Tincher, v.p. & g.m.: O. W. Myers, 
nat. sls. m. 

Huntington, WSAZ-TV (3) 201 Ninth St. 600,000 
b&w Sce: Nielsen & EIA 1,000 c. Cls. AA hr. 
$1,000, min. $180, ID $90. Lawrence H. Rogers, 
p. & = .; C. Tom Garten, c.m. 

Oak Hill-Beckley, WOAY-TV (4) Box 251, Oak 
Hill. 357,230 b&w Sce: sta. Cls. A hr. $200, 
min. $40, ID $20. Robert _ Thomas Jr., o. & 
g-m.; Vic. Ludington, sls. 

Pobeodues, WTAP (15) 121. Ww. 7th St. 58,162 
b&w Sce: sta Cis. A hr. $150, min. $25, ID 
$12.50. Milton Komito, st. m. & sls. m. 
eeling, WTRF-TV (7) 1329 Market St. 
338,300 b&w Sce: sta. 1,000 c. Cls. A hr. $600 
min. $120, ID $60. Robert W. Ferguson, exec. 
v.p. & g.m.; H. Needham Smith, sls. m. 


WISCONSIN 

Eau Clair, WEAU-TV (13) 2415 S. Hastings 
Way. 135,000 b&w Sce: Nielsen. 100 c. Cls. A 
hr. $300, min. $60, ID $30. Leo Howard, g.m.; 
Wayne F. McNulty, asst. m 

Green Bay, WBAY-TV (2) 
360,000 b&w Sce: sta. Cis. A hr. ore min. 
$80, ID $40. Haydn R. Evans, g.m.; Robert 
C. Nelson, sis. m. 

Green Bay, WFRV-TV (5) Mason & Roosevelt 
Sts. 380,810 b&w Sce: sta. Cls. A hr. $400, 
min. $80, ID $40. Soren H. Munkhof, exec. 
v.p. & g.m.; Ward O Gage, nat. sis. m. 

Green Bay WMBV-TYV (see Marinette) 

La Crosse, WKBT (8) 141 S. Sixth St. 151,500 
b&w Sce: CBS Cls. AA hr. $360, min. $72, 
ID $36. Howard Dahl p. & g.m.; Robert Mor- 


rison, sls. m. 

Madison, WISC-TV (3) 4801 W. Beltline. 325,000 
b&w “est sta. 1,000 c. Cls. AA hr. $550, min. 
$110, ID $55. Ralph O’Connor, sec. & g.m.; 
Richard Knickeson, sls. m. 

Madison, WKOW-TV (27) 215 W. Washington 
Ave. 131,250 b&w Sce: sta. *c. Cls. A hr. 
$280, x, $56, ID $28. 7 F. Hovel, g.m.; 

mer, loc. sls. 

Madison, WMTV (33) Box 168. 168,000 b&w Sce: 
sta. 372 c. Cls. A hr. $325, min. $65, ID $33. 
——_ A. Bartell, p.; Peter P. Theg. g.m. & 
sls. m. 

Marinette-Green Bay, WMBV-TV (11) Radio- 
Television Park, Wells St., Marinette. 211,440 

w Sce: sta. Cls. A hr. $300, min. $60, ID 


“115 S. Jefferson. 


$30. Joseph D. Mackin, g.m.; William R. 

Walker, tv _m. 

Milwaukee, WISN-TV (12) a" N. 19 St 

694,500 b&w Sce: sta. Cis. hr. $1,000 

min. oaee, ID $100. John B. Soellt d. & st. m., 

Richard Shireman, loc. sls. m. 
why, ‘WITI-TV | (6) 


212 W. Wisconsin 
Ave. 569,000 b&w Sce: sta. 4,000 c. Cls. A 
hr. $600, min. $110, ID $55. Dean McCarthy, 
asst. to p. & pgm. d.; J. G. “Sandy” Sandison, 


. sis. m. 

~ B+, WTMJ-TV (4) Radio City 720 E. 
Capitol Dr. 781,222 b&w Sce: sta. 220 c. Cls. 
A hr. $1,150, ID — Walter J. Damm, g.m. 
Neale V. Bakke. 

Milwaukee, WXIX ith "5445 ms. | 27th St. 320,900 
b&w Sce: Nielsen & sta. 1,000 c. Cls. AA hr. 
$800, min. $150, ID $62.50. Frank Shakespeare 
Jr., g-m. Richard P. Hogue, g. sls. m. 

Superior, KDAL-TV (see Duluth, Minn.) 

Superior WDSM-TV (see Duluth, Minn.) 
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News (Continued from page 33) 


vision that we sometimes feel that 
television knowledge requires the 
techniques of a Hollywood producer, 
together with the talents of a Perry 
Como.” 

Not so, he declared. All the local 
store has to do, once again, is what 
comes naturally. 





Wausau wens: ay m 714 Fifth St. 122,000 
b&w Sce: Cls. AA hr. $350, min. 
$70, ID $35. “Richard D. Dudley, g.m. & c.m. 


WYOMING 


Casper, swe (2) 148 N. Durbin St. 
25,000 b&w Sce: sta. Cls. A hr. $150, min. 
$30, ID as Burt I. Harris, p.; L. Bob Berger, 
g.m. 

Casper KSPR-TV (6) 3900 E. Second St., Box 
930. Hr. $120, min. $26, ID $12.50. Donald L. 
Hathaway, g.m.; Richard B. Frech, loc. c.m. 

ber toy KFBC-TV (5) 2923 E. Lincolnway. 

9,000 b&w Sce: sta. *c. Cls. A hr. $175, min. 
$36, ID $17.50. Wm. C. Grove, g.m.; Charles 
Cahill, c.m. 

alee wy =o yi Box 409, Worland. 
Joseph P. Ern & 

Sheriden, KTWRTD (9) Feb. 1958 


ALASKA 


Anchorage, ag a = Box 1160, Fourth Ave. 
Theatre Bldg. 25,000 b&w Sce: sta. Cls. A hr. 
$150, min. S30, ID $15. Alvin O. Bramstedt, 
g-m. ; iam Stewart sls. m 

Anchorage, KTVA (11) Mt. ‘McKinley Bldg.. 

& Denali St.. 27,500 b&w Sce. sta. Cls. A = 
$150, min. 7. ID $15. A. G. Hiebert, p. & 
g.m.; Claire O. Banks, c.m 

Fairbanks, KFAR-TV (2) 512 Second Ave. sane 
b&w Sce: Pulse. Cis. A hr. $150, min. $30, 
$15. Donald G. Andon, st. m.; Jack Bg 


¢.m. 

Fairbanks, KTVF (11) Box 590, 11,500 b&w 
Sce: sta. Cls. A hr. $135, min. $27, ID $13.50. 
Walt Welch, m.; John Griffin, c.m. 

Juneau, ya (8) 231 S. Franklin. 2,250 
b&w Sce: sta. Hr. $60, min. $12, ID $7.20. 
= McKinley, st. m.; Vern Metcalf, loc. 
sls. m. 


HAWAIL 

Hile, KHBC-TV (3) Satellite of KGMB-TV 
Honolulu. 

Honolulu, KGMB-TV (9) 1534 Kapiolani Blvd. 
119,000 b&w Sce: EIA & sta. Cls. A hr. 
$400, min. $87.50, ID $42.50. Melvin B. Wright, 
st. m. & nat. sis, m.; Cc. C. Crockett, zg. 


sls. 

Honolulu, KONA-TV (2) 1170 Auahi St. 112,500 
b&w Sce: Pulse & sta. Cls. r, film hr. $350 
min. $75. ID $37.50. Martin F. oe st. m. 

g. sls. m.; Jim Spencer, nat. sls. 

Honolulu, KULA-TV (4) 1209 ‘Ala Moana 
Blvd. 99,000 b&w Sce: sta. Cls. A hr. $250, 
min. $50, ID $25. Jack Burnett, exec. v.p. & 
g.m. , Art Sprinkle, sls. m. 

Honolu KHVH-TV_ (13) yw Village 
Hotel “93, 170 b&w Sce: sta. Cls. A min. $60, 
ID . Hal Lewis, exec. v.p 

Wailuku, KMAU (3) Satellite of KGMB-TV 
Honolulu. 
ailuku, Maui, KMVI-TV (12) Satellite of 
KONA-TV Honolulu. 


GUAM 


Agana, ayy ag (8) Box 68. in b&w Sce: 
sta. Cls. A hr. $120, min. $24, ID $12. John P. 
Barton, ae d.; Alan K. Abner, opertns. d. 


PUERTO RICO 


Mayaguez, WORA-TV (5) Box 43, Darlington 
Bldg. 37 ae b&w Sce: sta. Cls. A hr. $150, 
min. $29, ID $13. Alfredo R. deArellano Jr., 
p. & g.m.; Reinaldo M. Dupont, asst. m. & 


¢.m. 

Ponce, WRIK-TV (7) Feb. 1958 

Ponce, WSUR-TV (9) ae St. No. 4. 
Mariano Angelet Escudero, 

San Juan, WAPA-TV (4) WAPA Bldg., Box 
2050, 357 Ponce de Leon Ave. 175, «7 b&w 
See: sta. Cls. A hr. gel a $55, ID $22. 
Carlos Rivera Gonzalez 

San Juan, WIPR-TV (6) Feb. i905 8 

San Juan, WKAQ-TV (2) Box 1072, ave, 8, 
Puerto de Tierra, 129,345 w Sce: Cls. 
A hr. $300, min. $65, ID $32. Delfin Javed 
g-m.; Oscar Reinosa, sls. m. 
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“If you know how to sell behind 
a counter—and all of you do—then 
you have the built-in knowledge of 
how to create television,” he said. 

“T can stand here and tell you it’s 
that easy because television is nothing 
but plain, ordinary selling by dem- 
onstrating the items which you have to 
sell—very much the same way you 
would sell the items across the coun- 
ter in your own store.” 

The TvB man then did some back- 
ing and filling: Why should the local 
department store bother with tv? It’s 
doing all right without it. It’s meet- 
ing and beating last year’s figures. 

“The answer is simple,” he said. 
“Things are tougher in retailing in 
1958. We need all the selling we can 
muster. We need to reach our regular, 
plus new, customers. Fortunately, tv is 
everywhere. The map shows you that 
82 per cent of all families in the U.S. 
ae one or more television sets. . . . 

. . You’re probably wondering 
to what extent your customers ac- 
tually watch the medium. The time 
spent with television by the families 
who buy from you has grown rapidly 
since 1951.” 

He pointed out that the average 
viewing a week for a store’s customers 
is 42 hours. That’s more time watch- 
ing tv than employes spend in the store. 

Mr. Abrahams was introduced by a 
retailer from Ottawa, Ontario, Joe 
Feller, president of Joe Feller, Ltd. Mr. 
Feller, naturally, has been doing what 
comes naturally on tv for several years 
with admitted success for his store. 

Said he, “Every one of our com- 
mercials starts and ends the same way 
(with the store logo), although the 
center part is changed each week and 
a different item is promoted. Many 
favorable comments have been re- 
ceived, and it’s on the tip of the 
tongues of thousands of people you 
often hear and in many different 
places. We are in the midst of shoot- 
ing another series of films, and the be- 
ginning and ending will not change, 
just the center items. 

“We're very happy with television.” 

Mr. Feller, like Mr. Abrahams, was 
high on the personal-sell in tv: “Tele- 
vision’s huge circulation reaches all 
kinds of people in your area. Without 
checking into your locality, city or 
district and with your customers mov- 


ing to the surburbs this is a very 
effective way to attract old as well as 
Tele- 
vision is a powerful sales medium. The 
best salesman can only address a few 
people in the course of a day. With 
television you can multiply his selling 
power thousands of times by placing 
him right in the living rooms of your 
best customers for a large radius. The 
best salesman will goof and make 
mistakes in individual selling ap- 
proaches. But on tv he can rehearse 
and rehearse until he perfects it for 
maximum selling. 

“Television strikes home. With tele- 
vision you are talking to customers 


new customers to your door. 


right in their own homes. In writing 
your commercial, remember your role 
as a friend talking to another friend.” 


New WDEF-TV G.M. 


Otis H. Segler has been named gen- 
eral manager of WDEF-TV Chattanooga 
by Carter M. Parham, president of 
WDEF Broadcasting Co. Mr. Segler, 
commercial sales manager of the sta- 
tion since February 1954, after serv- 
ing in a similar capacity at KOLN-AM- 
tv Lincoln, succeeds Harold “Hap” 
Anderson as WDEF-TV 
ager. 


general man- 





SEGLER 


ANDERSON 


Mr. Anderson, leaving Chattanooga 
for New York after four years at 
WDEF-TV, has been elected to the pres- 
idency of Founders Corp., a New York 
investment concern owning KPOA Hono- 
lulu, wWFBL Syracuse, N. Y., wTAc 
Flint, Mich., and holding 50% inter- 
ests in KTVR Denver and wsMB New 
Orleans. Additionally, the firm owns 
and operates the First Dividend Prem- 
ium Stamp Co. of New York and a 
chain of 65 supermarkets in the New 
England states. 

















In the picture 


The new. president of Batten, Barton, Durstine & Osborn is Charles H. Brower. He 
succeeds Bernard C. (Ben) Duffy, who has been long on the sick list, as president and chair- 
man of the executive committee. Long a leading agency copywriter and head of creative 
services, Mr. Brower has been acting as chief executive officer since his election as general 
manager in April of last year. He was elected a vice president in 1940 and an executive vice 
president in 1946. He started his advertising career as a copywriter for the old George Batten 
Co. in 1928. It was just before that agency’s merger with Barton, Durstine & Osborn. He is a 
life trustee of Rutgers University, where he graduated, and a trustee of the New Jersey So- 
ciety for Crippled Children and Adults. He lives in Westfield, N. J., with his wife, the former 
Mary Elizabeth Nelson, and their three children. 





Ralph L. Atlass, Chicago broadcast veteran, has been named vice president, Chicago, 
for the Westinghouse Broadcasting Co. Mr. Atlass has been general manager of radio station 
WIND since WBC bought the station in December 1956. Before the transfer of ownership, Mr. 
Atlass was president of WIND, Inc., of which he was founder and principal stockholder. 
As a boy, he was an active experimental broadcaster. His hobby led him into commercial 
radio in 1922. In his long career he has scored many firsts in the medium. He was responsi- 
ble for the first play-by-play broadcast of a football game—from Northwestern University in 
1925. He conducted the first coincidental audience survey. He pioneered in educational broad- 
casts. He was responsible for the first commercial pick-up of the Guy Lombardo band. The 
broadcast led to the orchestra’s first network contract. 





The former administrator of the Office of Price Administration has been appointed presi- 
dent of Doeskin Products, Inc. Leon Henderson succeeds Roy H. Callahan, a retired ad- 
miral, who was named to the presidency just about a year ago. Recently, Mr. Henderson has 
been acting as an economic consultant to several companies, an advisor on foreign trade, 
and as a representative of companies dealing with Congress, the Maritime Commission and 
other government departments. The company has also named a new advertising agency, Weiss 
& Geller, replacing Cohen & Alisher. Robert H. Arndt and Robert E. Partenheimer will take 
over the duties of Raymond F. Marcus, vice president in charge of marketing, and Grant P. 
Stinchfield, vice president and general sales manager. Both left the company last month. A 
new advertising campaign will be launched for Doeskin products. It will include heavy spot tv. 





The Joseph Katz Co. of New York and Baltimore has announced 
appointments to two key executive spots. Harry W. Bennett Jr. 
(right) has been named senior vice president and chief adminis- 
trative officer of the New York office. Charles W. Shugert has 
been made a vice president and director of marketing. Mr. Bennett 
was at Bryan Houston, Inc., as executive vice president, admin- 
istrator and account supervisor. He was one of the founders of the 
Houston agency. Before that he was director of advertising and 
sales promotion for the food division of Lever Bros. Mr. Shugert 
comes to Katz from Benton & Bowles. 





Phil Williams has been named vice president in charge of syndicated sales for ABC 
Film Syndication. Formerly eastern spot sales manager for Ziv Television Programs, Inc., 
he will have full responsibility for the company’s syndicated sales operations. Mr. Williams 
was with Ziv for about five years. Before he moved to the eastern division, he was spot sales 
manager in the central division with headquarters in Dallas. For 15 years before he joined 
Ziv, Mr. Williams was with Time, Inc. For the publishing firm he was in sales, public rela- 
tions and advertising. He was a member of the Fortune magazine sales staff and also in 
charge of public relations. He was at one time theatrical sales manager for the March of 
Time and advertising director for Time’s motion-picture and television departments. He is 
married and the father of two daughters, Rosemary and Linda. 
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From General Electric we learn that 
the day of televised phone calls is 
almost upon us. A slow-scan televi- 
sion system for transmitting pictures 
over conventional telephone lines has 
been successfully demonstrated by 
GE for the military. But we were 
much surprised when a civilian girl 
in our office voiced strong protest 
against this electronic advance. She 
said she was always getting phone 
calls when she was in the bath. 

The men around here, however, 


like the idea. 

From Theodore R. Sills & Co., Chi- 
cago, comes this intelligence that 
no gourmet should be without. It 
is a list of gastronomical promotions 
for 1958. 

Jan. 1-31 — National Break-A-Cold 
Month (Church & Dwight Co.—Bak- 
ing Soda). 

Jan 1-Feb. 15—Louisiana Yam Sup- 
per Season. 


January and February—Hot Choco- 
late Milk Months. 

Feb. 6-15—National 
Frankfurter Week. 

Spring—Spring Cleaning (Church 
& Dwight Co.—Sal Soda). 

May 22-31—National Pickle Week. 


Kraut and 
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Fall—National Green Olive Week. 
October—Yambilee—Yam Harvest 
Time (Louisiana Yam Commission). 





CECO microwave relays 
conquer space barriers 


Whether it’s a fixed station or a mobile unit, CEco 
microwave equipment surmounts the communica- 
tion barrier. 
a quality that is actually higher than the official 
standards. 
adverse climatic conditions, you're wise to play 
safe with CEco. 





Micro Wave Relay 
Beam Reflector Head 
Perfect for parabolas up 
to 6-ft. diameter. With- 
stands torques of 225 ft. 
pounds in elevation and 
150 ft. pounds in azi- 
muth. Environmental 
treated for extreme wea- 
ther conditions. 
$ 285.00 Relay Tilt 
Head Only 





FRANK C 


(+ AMERR EQuipment C.. Tire 


Dept. V 315 
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West 43rd St., 





Because CECO equipment is built to 


For dependable pickup and relay under 


ALL METAL TRIPOD 
Has cast top flange and 
upper leg portion made 
of one piece aluminum 

alloy castings. Legs slide 
easily and have tie-rods 
to center for automatic 

leveling. Accepts 
Balanced TV Head, 
Micro Wave Relay Beam 
Reflector Head ( illus.) 
and other similar 
professional tripod 
heads. $260.00 

Metal Tripod only. 


ZUCKER 


New York 36, N. Y. JUdson 6-1420 





Oct. 16-25 — National 
Week. 

Nov. 6-15—National Tuna Week. 

Nov. 14-22 — Save-A-Wife Week 
(Paper Plate Association). 

Thanksgiving—National Indigestion 
Week (Church & Dwight Co.—Baking 
Soda). 


Macaroni 


a ae at 


In the foregoing list, during Feb. 
6-15 the frankfurter shares billing with 
the kraut. This obviously does not 
satisfy Tee-Pak, Inc., a Chicago firm 
which manufactures skins for skinless 
franks. Tee-Pak announces that each 
year in July it sponsors National Hot 
Dog Month. 

But even this is not enough for 
Tee-Pak and its dogged public-relations 
outlet, Daniel J. Edelman & Associates, 
Chicago. (The Windy City, alas!) In 
a year-end release by Edelman & As- 
sociates, we learn that “62.4 hot dogs 
will be consumed by each American 
during 1958.” In 1957, the American 
per stoma figure was 60.1. 

We wonder if Sills & Co. couldn’t 
induce the Church & Dwight Baking 
Soda people to extend their 1958 Na- 
tional Indigestion Week to a Month! 


e # * 


impact: A 23-year-old 
Italian woman, adopted by her uncle, 
who lives in a suburb of Cleveland, 
came over to this country aboard the 
Andrea Doria when it sank in a col- 
lision with the Swedish liner Stock- 
holm off Nantucket on Juiy 25, 1956. 
The young woman, who had waited 
seven years to be placed on an immi- 
gration quota for entry into the United 
States, received no serious physical 
injury in the ship disaster. But she did 


Delayed 


suffer severe mental shock and the loss 
of all of her personal belongings. She 
sued the operators of the Doria and 
the Stockholm for $250,000 damages. 

Through her attorney it was re- 
vealed that, some three months after 
the sinking, the young lady watched a 
television show based on the unfor- 
tunate event. During the viewing she 
collapsed and suffered ‘such mental 
anguish that she was hospitalized for 
four months. She is still unable to work 
and is even now under a doctor’s care. 

In an out-of-court settlement with the 
operators of the two ships involved, 
the girl received $70,000. 
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NBC Spot Sales 


| RO : *Tops, reports November 1957 ARB, with 


48.0 share of sets in use from sign-on to sign- 
off 7 days a week in the Albany-Troy-Schenec- 
tady metropolitan area. 

















THE FACTS* PROVE 
WNEM-TV FIRST IN FLINT 


WNEM-TV FIRST IN FLINT... in the number of local Flint ad- 


vertisers. Over 200 local Flint accounts now use WNEM-TV to tell 


their sales story in Flint. 


WNEM-TV FIRST IN FLINT... . with local studios, WNEM-TV 


has the most complete local Flint studio facilities. 


WNEM-TV FIRST IN FLINT ... with local news and fully staffed 


local Flint news department. 


WNEM-TV FIRST IN FLINT... io signal strength. RCA intensity 


signal measurements prove WNEM-TV has Grade A signal intensity 


nine times greater than its nearest competitor. 





And WNEM-TV Channel 5 is FIRST IN ALL OF 
EASTERN MICHIGAN ACCORDING TO ARB 


* Ask Petry for the factual WNEM-TV story. 
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Bay City, Flint, Saginaw 











